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HELEN HAYES, chairman of the 
Amusement Division of the Finnish 
Relief Fund, says: “When you get 
into the habit of helping your fel- 
low-man, you don’t stop to ask 
where he lives. Charity may begin 
at home but it need not end there.” 

Former president Herbert Hoover 
tells us that they need warm cloth- 
ing and shoes and money for food- 
stuffs, if that gallant little nation is 
going to carry on. These Finnish 
needs are immediate. 

We sensed this a month ago in a 
rather interesting experience. So 
read this tale of the adventure of a 
pair of ski boots: 





FINNISH 
FUND 











When Admiral Byrd went to the 
South Pole a few years ago, he took 
with him a complete equipment of 
heavy ski boots, presented to him 
by J. F. McElwain and his asso- 
ciates. The shoes were masterpieces 
in the art of shoemaking and espe- 
cially designed for exploration in 
Little America. A lot of custom 


work went into their creation. A 


bale of reindeer moss went along 
with the shoes—because a plug of 
moss, tucked way up in the toe cap, 
served as an absorption of pers- 
piration. The shoes served their 
purpose so well that not a man suf- 
fered frozen feet, nor, for that mat- 
ter, injury while at Little America. 


When the expedition returned to 
New York, we were presented with 
a pair of boots for use and for that 
reason they became museum pieces 
—because the size was a good 13 
EEEEE. When the Finnish war 
broke out, we bundled them up and 
shipped them direct to Helsinki be- 
cause we wanted to have them get 
into action as soon as possible. 
We'd like to see the big guy on his 
skis, who is wearing these Antarctic 
Arks—for the shoes have certainly 
had high adventure and we hope 
the same measure of good luck goes 
with them now. 

They are holding “Bundle Par- 
ties” in many parts of the country, 
to collect warm clothing and foot- 
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wear. You can do your part to 
help Finland’s war sufferers but 
there’s nothing quite so fast as 
“emergency money” to buy food 
and supplies for destitute. You can 
send your check to the Finnish Re- 
lief Fund, 420 Lexington Avenue. 
New York City. 
* a. om 

LOUIS E. KIRSTEIN, vice-presi- 
dent of Wm. Filene’s Sons Com- 
pany, Boston, Mass., says: 

“No retailer can claw his operat- 
ing expenses out of the air. If costs 
of goods at the wholesale level go 
up, the price at which we sell must 
rise. The consumer won't like that 


6 HE 
ae NOW ? 





and we won't like it either, and yet 
the alliance between the two of us— 
the retailer and the consumer—is 
not yet strong enough to control, or 
in some cases, even to influence, the 
methods of manufacturing and sell- 
ing commodities before they reach 
our hands. The time will come, I 
think, when the retailer will be the 
genuine purchasing agent of the 
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public, when the consumer will in- 
dicate his wants to the retailer, and 
the retailer will reverse the usual 
procedure that obtains in manufac- 
turer-sponsored goods. 

“Because these changes are in the 
air, retailing of all kinds, now less 
than any other time, can afford to 
sit back and relax. And that leads 
me to a general statement of prin- 
ciples upon which I think all kinds 
of American retailing can unite. 
Whatever is done, whether by state 
or national government, which in 
any way affects distribution, should 
not be done without the knowledge 
and participation of retailers them- 
selves. If we are the purchasing 
agents for the public, then we have 
the right and duty to demand a 
voice in national councils in any de- 
cision which affects our relation- 
ships with the public.” 








BROUNDING out his quarter of a 
million air-travel miles while at Los 
Angeles, in his swing around the 
country, is the most unusual record 
made by Walter C. Roose, sales 
manager for the Sky Rider Division 
of the General Shoe Corporation. 
Air travel officials consider this a 
bit of extraordinary travel for an 
outright passenger. He started trav- 
eling by air some 28 years ago, so 
has seen considerable changes in 
this method of transportation. Both 
his sons are connected with air 
flight travel in executive capacities. 


J. A. LIVINGSTON, economist of 
BUSINESS WEEK, says: 

“The reason department stores 
have gone into installment credit 
is to get business. And I think that 
in the nearby years to come the 
drive for business is going to be- 
come even more intense. My chart 
shows that department stores have 
not been doing as well as they 
ought to have done in the last ten 
years. 








—lI have before me a selected list of 
95 Government Agencies and Di- 
visions, showing the initial abbre- 
viations most frequently used in 
connection with them— 

—From these 95 | have selected the 
15 following initial abbreviations 
that appear almost daily in the 
newspapers..... 


eh Shy 

Mua pju<nsO 

OZyTFOLO 
QO > 


—How many of these can you de- 
fine? 

—If 7—you are average; if 10—you 
are excellent; if all 15—you de- 


serve an appointment in the 


ay © 


President 
* Washington Brain Trust 





“On the whole they've lost busi- 
ness. They have not been getting 
their 1929 share of the consumer 
dollar. But they’re fighting to get 
back the business—and the device 
they’re using is the installment sale. 

“I think that the department store 
of the future—though it may not 
have a sign on its door saying so, 
will certainly have a policy embrac- 
ing the idea: “When you cross the 
threshold your purchasing power 
goes up.” Indeed, I would not be the 
least bit surprised if department 
store installment sales in the next 
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five years doubled. I wouldn’t be 
the least surprised if we talked 
about the 40’s as the start of a boom 
in department installment credit.” 


. ° * 


LINCOLN C. HAYNES, treasurer 
of Morse & Haynes Co., Springfield, 
Mass., says: 

“Our credit policy is to let our 
regular customers have accounts, if 
they wish, with the understanding 
when they open the account that 
purchases made in one month are 
payable on or before the 10th of the 
following month. About 31 per cent 
of our sales are charge sales. We 
don’t open an account until we have 
determined the paying habits of the 
customer, through our very efficient 
local Merchants Credit Association 
(in which we have had a member- 
ship since its inception many years 
ago). We, for one, do not propose 
to put in installment payments on 
shoes.” 








P, I. CAPLAN, of Sterling, Inc., 
New York City, says about “The 
Expansion of Soft Goods Install- 
ment Selling: 

“I know this may sound like a 
warning—and warnings are always 
unpleasant—yet, if, in spite of the 
reported bright immediate prospects 
of retailing, what is to be said here 
sounds gloomy and foreboding, it is 
nevertheless timely. We must take 
caution now if anything is to be 
salvaged from the eventual wreck- 
age which will follow in the wake of 
the hurricane of uncontrolled con- 
sumer credit. 

“There does seem to be some 
basis (in installment selling), how- 
ever, to the claim of discrimination 
against a cash customer. Yet if we 
must carry this cross for the cash 
customer, should not consideration 
be given to other customers who are 
being discriminated against? One 
set of customers carry their small 
packages with them—another group 
insists on store delivery. The un- 
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limited exchange privilege is an- 
other practice which has crept into 
retailing and added to its burden 
of expense—how much nobody 
knows. 

“The subject of exchanges is im- 
portant in any discussion of soft 
goods credit. For where merchan- 
dise is shipped on credit sales a 
customer may demand, and get, 
privileges which she could not get if 
she had paid cash for her merchan- 
dise. Almost any excuse, how frail 
and unsupported, is a good excuse 
for non-payment of the installment 


THAT'S TELLIN’ EM 





SID WEBER, shoe merchant in 
Janesville, Wis., in a recent sale ad- 
vertisement to the public, com- 
mented on the Spring market pre- 
dictions under the caption “SID 
SAYS,” as follows: 

“Nothing much has been said 
about it, but you'll see many shoe 
prices somewhat higher this Spring. 
Advances at wholesale were plenty 
last Fall. Shoe merchants have ab- 
sorbed it and not increased their 
prices. Supplies of hides and skins 
for leather are determined by the 
amount of meat the world eats; can- 
not be replenished in a season or so. 
When you realize that hide prices 
are 50 per cent over a year ago, rea- 
sons for increased retail prices are 

inevitable. 

' “And don’t blame the shoe man 
either. Rather give thanks that he’s 
done his bit—and more—this far, 
but he can’t go on forever.” 

$* AFTER the most satisfactory ex- 
perience in doubling the seating 
capacity of our main or Broadway 
store, the men’s shoe department in 
our Westwood Village branch is to 
have almost double the shelving and 
selling space as now occupied,” said 
Frank J. Crapo, who has charge of 
the men’s shoe activities in the 
seven Desmond clothing stores, in 
and around Los Angeles. 

“All our stores are going right 


after the business of the many, many 
men who are definitely interested in 
smart, good-looking shoes, yes, and 
even the great volume in those very 
clever novelty, casual types. As a 
result of this planned promotion on 
the new thoughts in men’s shoes, 
our stores turned in the largest De- 
cember shoe business in our history. 
January was right there, too, as a 
record-breaker, with one day 
(Jan. 13) topping all previous sell- 
ing figures in all our shoe depart- 
ments. 

“This all means, given the proper 
surroundings, and the proper shoes 
that men like, they will buy shoes 
as never before. Good shoes, too, 
for ours is not a price proposition 
by any means.” 

* * © 

CALLING for April 24 delivery, 
the War Department has awarded 
a $57,898 contract to the Brown 
Shoe Company of St.. Louis and a 
$94,500 contract to the General 
Shoe Corporation, Nashville, Tenn., 
for garrison shoes. 




















WHILE WY WAIT 


SHWOG REPAIR 
Sar’?. 


WILL KNIGHT of the Knight 
Shoe Company, whose motto is: 
“Youth is not a time of life, it’s a 
state of mind,” lived the same part 
at the National Shoe Fair as he does 
in Portland, Oregon, and in his own 
store. He writes: “I’m back in the 


irenches, with pick and shovel, 
hard at work. I never enjoyed a 
show as much as I did this last one 
and I hope and pray I may never 
have to miss another one.” 

We now continue his philosophy: 
“You're as young as your faith and 
as old as your doubt; as young as 
your self-confidence—as old as your 
fear; as young as your hope—as old 
as your despair. Nobody grows old 
by merely living a number of years. 
People grow old by deserting their 
ideals.” 























"So you've had 10 years’ shoe experience, eh? Under what spreading chestnut tree?” 





—— << 
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Burdine’s at Miami Beach features a 


Jaunty play dress and moccasin type 
“ballerina” skirt with draped bodice 


shoes give Miss Joyce Cavanaugh of 





A SEASON or two ago, when play 
clothes were first highlighted as part 
of the Summer wardrobe, they were 
suggested as “extra” items. Today, 
whether she buys a single outfit for 
all-occasion use, or builds up a sports 
wear wardrobe with a separate en- 
semble for every sport—golf, tennis, 
bicycling, badminton, hiking or any- 
thing else—the average woman wants 
a complete coordinated costume. 
There must be shoes, head covering 
—we won't call it a hat but some- 
thing to cover the hair—jewelry and 
accessories to match. 

There is as much real high fashion 
in play clothes seen in shops and on 
wearers in Miami today as in the 
most formal attire. Play clothes make 
the average woman’s life more enjoy- 
able and more simple; they put fun 
into her life. She may don a play 
outfit in the morning and wear it all 
day long. She can take off the skirt 
and wear just the shorts and shirt 
top for tennis or other sports. Then, 
om can go the skirt again and she is 
ready for shopping, lunch or even a 
matinee. 

There is tremendous interest this 
Year in the divided skirt—a skirt of 
Walking length so cut as to give the 


ES 


Chicago a very 1940 look. 


freedom of shorts yet the appearance 
of a skirt. Some call it the “cowgirl” 
skirt. Others say it reflects a Mexi- 
can or South American influence. The 
culotte is here again and gaining in 
popularity. And slacks were never 
more important. A new idea often 
seen, especially in better shops, is a 
long, very full divided skirt or pa- 
jamas of soft material, such as silk 
jersey. Still another highlight in 
skirts is the “ballerina,” a very full, 
shortened version of the dirndl, end- 
ing above the knees. All this interest 
in play clothes is having an effect on 
play shoes, as well as other accessory 
items. The dramatic treatment of 
these shoes is traffic stopping! Con- 
trary to all appearance, the thick- 
soled wooden shoes featured for 
Miami Beach with bathing suits or 
slacks are very comfortable. Young 
women are wearing them on the 
streets with slacks, with culottes or 
any other type of play costume. 
There is the same high styling in 
play shoes as in play clothes. Every 

[TURN TO PAGE 34, PLEASE] 


and draped cork sole play 


Mrs. 


Eleanor 
steps out at Palm Beach 


shoe. 


Young of Newport 
in well- 


tailored slacks and high-heeled san- 


dals. 


Note smart brass buttons. 











Military Theme Vies with Old-Fashioned Influ- 
ence As Important Trend in Children’s Readyg- 
to-wear and Shoes, Affording the Retailer an 
Opportunity to Increase His Sales of Novelties 


Child photos courtesy 
Parents’ Magazine. 


by ANNE BR. DAVID 


Clockwise, starting lower lejt—Side lace crepe rubber 
sole oxford on a walled last with goring detail. Buster 
Brown. Saddle oxford with red and blue plaid saddle, 
red rubber sole and spring heel. Curtis-Stephens-Embry. 
Two-tone genuine glove pigskin oxford with moccasin 
treatment. 
tern in two tones of calf with perforations and thong 
lacing. Poll Parrot from Roberts-Johnson & Rand. 


pi ees ee ‘2 


THE Babes in Toyland will be marching with the 
Wooden Soldiers in a merry military parade this Spring, 
both in ready-to-wear and shoes. At a fashion show for 
children held by Parents’ Magazine recently in the 
Grand Ballroom of the Hotel New Yorker, Mrs. Betty 
Green, fashion editor, stressed to the audience of retail 
store executives the importance of “regimental” fashions 
in children’s wear. These different styles offer myriad 
opportunities to the shoe retailer for promoting the 
“extra” shoe along with the staples which, of course, 
constitute the bulk of his children’s business. 

Blue took top honors as the color of most importance 
in ready-to-wear. Soldier Blue, a soft, grayed color, 
reminiscent of the uniforms of West Point cadets, 


— 
. 


Kali-sten-iks from Gilbert. Norwegian pat- 


PARADE 
Of 
CHILDREN’S 








Clockwise, starting lower left— 
Patent T-strap with cutouts and 
stitching. Edwards. Elasticized 
gabardine and black patent in a 
dressy stepin. Buster Brown. 
High cut black calf stepin on 
a walled last with goring at the 
sides. New Teen-Type shoe 
from Dr. Posner. Cutouts and 
stitching achieve a lattice ef- 
fect in a patent T-strap. W eath- 
erbird shoe from Peters. Black 
patent walled last one-strap 
with cross work and cutouts on 
the vamp. Red goose from 
Friedman-Shelby. 


promises to be one of the first ranking colors this 
season, sharing its rank with “Young Blue,” a slightly 
brighter shade, and, of course, navy. The prominence 





of these shades indicates increased interest in blue shoes 

for youngsters, particularly since the monotone costume 

is one of the interesting trends for Spring. Moreover, touches of red—either in liaings 

children like to wear clothes and shoes which bear a which showed when the child 

resemblance to those worn by their mothers and big walked, or in trimming details such as piping, smocking, 

sisters—and blue is a well-known Spring favorite in stitching. This bodes well for touches of red on shoes— 

women’s shoes. patent, perhaps—(see our article, December 23 issue) 
These blues were livened up, in many cases, by [TURN TO PAGE 38, PLEASE] 


FASHIONS for SPRING and SUMMER 


Clockwise, starting lower 
left—Two strap T-strap 
flexible walking-sandal in 
white elk. Mrs. Day. 
Brown and white saddle 
oxford for the younger 
child. Sunbeam _ style 
from F. S. Elam. Red 
patent opened-up oxford, 
available also in blue 
and in white. Billiken. 
Side lace saddle oxford 
in red and white. Green. 











NEWSPAPER publicity will be an important part of 
every Foot Health promotion program, both in co- 
operative and individual store plans. Advertising, news 
stories and feature articles will all be used if possible. 

In some smaller cities, it’s possible to get into the 
news columns—even on the front page—rather easily. 
One merchant reports that he does it by writing a Foot 
Health Week story and handing it to the editor with his 
ad for the event. And here’s his explanation, “Experi- 
ence has taught me that if I give the editor a story which 
has a lively news slant, and write it in newspaper style, 
it usually appears just about the way I write it. Care is 
taken to prepare the article so that it will really be news 
to the majority of readers and not just a collection of 
words given to boosting our store.” 

With other papers the rules about publishing such 
stories are stricter—the news and the advertising are 
kept entirely apart. Which is not difficult to understand 
when you consider the scores of special “weeks” and 
other events for which local groups and individuals seek 
publicity. It’s better to refrain from asking favors and 
build up news stories that get news space on their own 
merit. Develop situations that become news, and be sure 
the paper knows about them. Newsy press releases get 
attention; better still, have a reporter on the job. 
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Foot Comfort is Fashionable / 


Here are some of the SHOES designed to give 
FASHIONABLE FOOT COMFORT that you'll see inthe 
stores now celebrating National Foot Health Week 
These smart shoes, correctly fitted by expert 
shoe men will keep you feeling fit and 
looking smart. Its shoes like these that make 
Foot Comfort Fashionable 





SHOE ILLUSTRATION HERE SHOE ILLUSTRATION HERE 














DESCRIPTION GSTORE NAME DESCRIPTION & STORE NAME 





SHOE ILLUSTRATION HERE 





DESCRIPTION & STORE NAMI 





SHOE ILLUSTRATION HERE SHOE ILLUSTRATION HERE 




















DESCRIPTION & STORE NAME — DESCRIPTION & STORE NAME 


~FOOT HEALTH FACTS- 
You can't feel fit, when your shoes don't fit / 





aay Se iy Set Sith och 
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Foot Health Week News 





PUBLISHED IN THE INTERESTS OF TOWN NAMES BETTER SHOE STORES AND CHIROPODISTS 





CHILDRENS FEET GROW | 
VERY, VERY FAST 

















Your Feet Need Special Care Now // 


Warm Weather Bri 


fee’ A ite Core Now 


ffect Even 
Will Make A Great Deal of Difference Later 


LOCAL SHOE STORES AND CHIROPODISTS 
JOIN IN GREAT NATIONAL — 
Jatunal 


FOOT HEALTH WEEK. . 









































POSTER 






































wrest, 





BUY TNE RIGHT SHOES Service” 
















































































This full page layout can be used in any size from four columns 
ten inches up, or as the first page of a special section. The combina- 
tion of ads and editorial is particularly practical. 


Newspaper Publicity: 


Can Determine the Success or Failure of Your Foot Heatth 
Week Promotion. Here are Tried Suggestions for Gaining 


Effective Publicity 


For example, speeches made by a prominent osteo- 
pathic physician before the Parent-Teachers’ Association 
on “The Care of Feet in Childhood” or some other 
prominent person before an equally important group, 
would get attention, even in towns of considerable size 
if handled right. 

Or you might look into the question of “Foot Exam- 
inations in the Schools” and build up a story concern- 
ing the importance of foot attention to poise, posture, 
physical growth and mental development. 

There’s another story in a community-wide interview 
on the subject of foot health among prominent athletes, 
together with photographs. In that way the fact that 
athletes must have good feet is built into a news story, 
together with the necessity of good feet for anyone who 
would enjoy health-giving, enjoyable sports. 

A perfect foot contest, started early, with awards 


by BR. E. ANDRUSS 


given during Foot Health Week, might make the col- 
umns several times. It could be sponsored by the paper 
in conjunction with a group of prominent shoe stores, 
the paper giving some space and the stores, the prizes. 

None of these early stunts actually mention Foot 
Health Week. They are intended to build up interest 
in foot health. Other stories can be built up in which 
the event is giver attention, such as having the Mayor 
open the event by proclamation, or visiting the “co- 
operative foot clinic,” a free service to the community 
given by the shoe stores participating in Foot Health 
Week. There is publicity to be had through winning the 
interest of people who are in the local news. 

With attention given to the subject in both magazines 
and newspapers, you can be sure that feature writers or 
“health column” conductors in local editorial rooms will 

[TURN TO PAGE 37, PLEASE] 

















Baleony Loeation 


@NE solution to the problem of whether the women’s 
and children’s shoe department should be located on the 
first floor or on the women’s fashion floor has been 
found by H. S. Miller, owner and manager of the shoe 
department in the Parisian Store, Birmingham, Ala. 

A compromise was effected by Mr. Miller by placing 
the department on the balcony which is reached by an 
opera stairway. This wide curving stairway with a mid- 
way landing effectively ties the department to the first 
floor, but at the same time gives a space more private 
for fitting purposes than the first floor provided. The 
new department is said to be one of the finest in the 
South. 

For 15 years or more Mr. Miller operated his de- 
partment on the first floor. There it had the traffic 
advantage, being located near the elevators in the rear. 
But there was not the degree of privacy which some 
women desire in a shoe department and, too, the space 


View of new balcony shoe department of the 

Parisian Store, Birmingham, Ala. and, at the 

left, H. S. Miller, manager of this department 

before microphone. He is a great believer in 

radio publicity, and in this children’s feature, 
a Scottie dog was one of the actors. 


H. S. Miller, Owner and Manager of 
Shoe Department in Parisian Store, 
Birmingham, Ala., Finds Mezzanine 
@ Successful Compromise between 
First and Second Floors 


Attraets Trade 


was limited. So the balcony was fitted up and is now 
occupied in toto by the shoe department, including a 
space for a chiropodist. The balcony stairway was spe- 
cially built. 

The new department is equipped with new fixtures, 
the type which conceals the stock from view except at 
either end, which helps to put over the idea that it is a 
shoe department. Some 10,000 shoes are carried in 
stock in 11 different hangers. 


A FEATURE is a glass balcony rail in front of the bal- 
cony which permits persons entering the store on the 
ground floor to get a clear view of the balcony. Neor 
signs also point the way to the shoe department. Th: 
floor covering is a deep rose color as are the upho! 
stered seats. The greatest utilization of space is pro 
vided. Even the office desk may be folded out of the wa 

[TURN TO PAGE 37, PLEASE 
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DEFINITELY A 


This view gives an idea of the at- 
tractive masculine interior of new 
Field & Flint retail establishment. 


MAN’S STORE 


New Field & Flint Establishment in Madison 
Avenue, New York, Has Club Room Interior 


That Puts Customers at Their Ease 


FOLLOWING the leaders and ahead of the crowd, 
Field and Flint Co., Inc., have moved their retail shoe 
store from East 44th Street uptown to 417 Madison 
Avenue, between 48th and 49th Streets, New York City. 

“When you are selling better class men’s shoes,” says 
manager George Perry, “you’ve got to cater to your 
trade and we've found that our customers like to buy 
shoes in an attractive club-room setting in the smart 
section of the town.” 

The design and atmosphere of the new store is in 
keeping with good quality and taste in footwear. The 
interior is paneled in walnut and the fixtures and fittings 
are for the customer’s comfort and the convenience of 
the salesmen. Half a dozen leather chairs are placed 
along the right hand wall of the store and they face an 
attractive fireplace on the opposite wall. Stock shelves 
are only shoulder high and only on one wall. 


Alcove displays with fitting mirrors below balance 
each side of the fireplace. A mirror runs the whole 
length of the wall overhead. For convenience, the fast 
moving numbers are kept in the front of the store, but 
the majority of the stock is in a well arranged stock 
room in the rear with additional storage space in the 
basement. The wrapping counter is in the rear of the 
store and a small but efficient repair shop is located 
behind the stock room. Office space is provided over- 
head. Lighting is indirect and the store is completely 
air-conditioned. 

“Business has been good in the new store,” says Mr. 
Perry, “but nowadays we have found that the customer 
knows what he is spending his money for. When he 
buys $11 to $20 shoes he knows what to expect in order 
to get his money’s worth — and we're giving him full 
value for his money. You can’t fool the public today.” 











Th files 


BOOT ann SHOE RECORDER. February 3, 1940 


OUTLOOLMN 


How Do You Measure Men? 


fi MET him for the first time many years ago, while 
riding in an elevator. He was a little bit of a man—not 
five feet tall. Standing alongside him was a big, 
handsome brute of a guy who opened the conversation 
by saying: “Hello, Joe. How does a little shrimp like 
you get by in this man’s world?” Joe looked up and 
snapped back: “Before you're very much longer in the 
shoe business, you”ll know that we don’t measure them 
heel-to-head but from the bottom of the chin to the 
top of the head. That’s the way to measure a man.” 

Well, I sort of took to him from that moment. He 
was cunning. He was shrewd. He was terribly keen. 
A year or so later I happened to be at a convention 
and had an opportunity of visiting with him. He 
suddenly asked: “What are you doing this afternoon?” 
“Nothing in particular” I replied. He then said: “Let’s 
go out and take a walk.” Which we did—and I was 
soon aware of the fact that he had a direction and 
destination in mind.. Much to my astonishment, we 
went up the steps into an orphan asylum. 

After he had talked to the head of the institution, 
we had the experience of seeing all the boys between 
the ages of ten and sixteen march before us. The 
purpose of all this was rather mysterious to me; but 
after all, I was seeing something new. I was interested. 
And the little shoe man was looking into their faces 
as if to find some particular lad. Still I wondered. 
Then he thanked the matron profusely and we walked 
out and back to the hotel . . . into the stream of 
trade once more, Joseph Glaser and I. 

I held my silence because, after all, I knew that this 
energetic little man would reveal to me the reason. 
We again sat down in the lobby of the hotel and he 
said: “I looked them all over and there wasn’t one 
there.” “One what?” asked I. “One lad who had 
that spark of life and interest that would make him 
a good shoe man.” “What's the idea, Joe?” I asked. 
He replied: “I make it a point to go into the orphan 
asylums in every city that I go to, in the hopes that 
I can .find the right sort of boys to start in the shoe 
business. When I do find one who has the look, the 
vigor and the ‘guts’ that I think are needed to make 
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a success, I see to it that he is boarded out somewhere 
and given the right sort of an education. Then, when 
he is ready for work, I put him in the shoe basement, 
to see whether he can ‘take it.’ I may talk to him from 
time to time and tell him what it’s all about; and | 
might tell him about the other boys who have made 
good—some out of asylums and some out of errand-boy 
jobs or in obscure shoe jobs. It’s my way of finding 
out if my judgments are right. Very few of them have 
failed me. Some of them have risen to the very top. 
It’s my contribution to this wonderful thing—that you 
get only in the United States—the opportunity for 
ambition to move right up the line.” 

This issue of the Boot anp SHoe Recorper contains 
the obituary of that man; but I know he won’t mind 
if I call him affectionately by the name that was given 
to him, behind his back—‘“Spittin’ Joe” because, with 
the terrific enthusiasm that this little stick of dynamite 
had within him, he would grab you by the coat lapels 
and talk right up into your face and the very vehemence 
of his argument gave him the nickname. I am quite 
sure he will go to the place where men are not mea- 
sured in feet and inches but rather.in good deeds 
accomplished. 

I’ve never written this story while he was alive— 
although I must have told it to dozens of groups of 
people outside of the shoe trade. Perhaps now in my 
telling it, someone else will take up the work and will 
give opportunity to those who have so little to start 
with—in terms of friendship or, if you would have 
it, “ 24 . 

I don’t know that it is necessary for us always to 
stick to the letter of shoes in this page—because | 
have found out that shoe men are broad of interest 
and deeply sentimental to boot. This is a land of 
opportunity and glorious adventure for all who have 
the vital spark within them to pour themselves into 
their work and to find joy therein. Perhaps in no 
other country on the face of the globe is it so possible. 
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MR. INDEPENDENT SHOE RETAILER 
HERE IS YOUR OPPORTUNITY 


This opportunity is only open in cities where there is not 
a good Health Spot dealer. 


A HEALTH SPOT 
SHOE SHOP 
YOURSELF! 


MODEL HEALTH SPOT SHOE SHOP FRONT AND INTERIOR 








Join This Ever-Growing Group. Over One Hundred in Operation 


YOU CAN HAVE ONE OF THESE FOR LESS THAN $5,000. 
AS HIGH AS 50% PER ANNUM HAS BEEN MADE IN MANY 
HEALTH SPOT SHOE SHOPS. 


Do You Know the Answer to Making 10% Net Profit After 
Taking Out a Salary? 


All bookkeeping detail and budget control taken care of for 
you for $3.00 a month. You have no worries about preparing 
statements. Monthly operating figures will give you a complete 
picture of your business. 


If you are now running a general shoe store without profit, 
wouldn’t you be better off concentrating on one line of men’s, 
women’s and children’s shoes? Why live among a forest of 
shoes? 





Expense 
NET PROFIT for the Period a 


How to get 10% net profit 


Write for full details. There are many good cities still open where we can and preper return on capi- 
help you get started on the road to a profitable, happy retail experience. tal investment 


Sex? MUSEBECK SHOE CO. 


DANVILLE, ILLINOIS 


Woe HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 
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TO PLEASE CHILD CUSTOMERS 


But Shoe Department in Bernstein Store, Chicago, Also Strives to 
Win Parents’ Good Will through Values and Foot Health Service 


A SHOE department designed and managed exclusively 
to please and serve the child is bound to prosper and 
grow. Such has been the case of the shoe department 
in A. L. Bernstein & Co., Chicago, specialists in chil- 
dren’s wear, located at 6152 S. Halsted, in one of the 
busiest outlying shopping sections. 

To make the department especially attractive to chil- 
dren, and since Pied Piper shoes are featured, a replica 
of the Pied Piper castle was recently installed as back- 
ground. Made of plywood painted to look like a stone 
wall and designed by Gil Neuman, manager of the de- 
partment, the new background serves a double purpose. 
It not only has remade the interior of the department 
attractive, but also covers up most of the stock. 

The entire Bernstein store, which is said to carry the 
largest assortment of children’s apparel on Chicago's 
south side, has had a phenomenal growth, which started 
during the depression. This growth has also been felt 
in the shoe department which now carries a stock of 
over 3,000 pairs, not counting house slippers. A good 
part of the progress in the shoe department as well as 
in the rest of the store, Mr. Neuman points out, has 
been due to the close personal relationship built up be- 
tween store employees, children and their parents. No 


Interior view of shoe department in juvenile 
store of A. L. Bernstein & Co., Chicago. 


matter how small or how young the children, they are 
treated with as much importance as their parents and 
are regarded as customers. More than 50 per cent of 
the children in the department are known and greeted 
by their first name when they come in, a policy which 
means return sales again and again. Practically all of 
the customers range from infants to 12 year olds, with 
infants and very small children in the majority. 
Personal record cards are kept on each child from 
their first purchase, listing their age, types of shoes 
purchased, size, and other pertinent information. These 
cards also serve as the basis for a mailing list which is 
circularized at least six times during the year. 


EN addition to giving the child every possible atten- 
tion, a special attempt is made to educate the parents, 
particularly the mother, in the construction and fitting 
qualities of the shoes. A number of samples of worn 
and broken down shoes are kept on hand to show the 
mother the various types of construction and the various 
ways in which shoes wear. Correct fit is also stres-ed 

at all times. 
Mr. Neuman, who is shown seated on the fitting stool 
[TURN TO PAGE 51, PLEASE] 
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TWENTY IRONS OF KISTLER LONG-TIME TANNED SOLE LEATHER 
MAKE BOTTOMS FOR WORK SHOES 


Twenty irons of Kistler long-time tanned sole 
ag leather is a definite challenge to hard use or abuse. 
' There is not a question in respect to its quality 
=e that might be raised but what can be answered in 
reeted a clear, plain, positive, doubt-eliminating way. In 
which the parlence of the market place this sole leather 
all of is The Goods. Here is a product equal to every 
, with demand, providing plenty of wear for every iron 
. of thickness and standing for honest sole-leather 
from value for every dollar of a shoe’s cost. More and 
shoes more do dealers realize that sole leather tanned 
These by our long-time process, offers something dynamic 
rich is to talk about at the fitting stool. 


~ and 








Sole leather is inherently the most perfect bottoming 
material, providing as it does, the most dependable, most 
arents, , healthful and serviceable foundation upon which a man 

fitting wu can tread. 
f worn 
OW the 
yarious 
tres-ed 


atten- 
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BOSTON, MASs. 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET. MILWAUKEE. WISCONSIN 
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The Personal Touch 


According to sales promotion man- 
ager C. I. Burtanger of The Rike- 
Kumler department store in Dayton, 
Ohio, some stores do an excellent 
newspaper advertising job and send 
a piece of direct mail to their best 
customer lists which is quite second 
rate. 

Mr. Burtanger does not advocate 
direct mail at the expense of news- 
paper advertising, but he does believe 
that if it is used it should be first 
rate. 

He believes that department stores 
no longer have the warm personal 
touch they had when proprietors stood 
on the first floor and shook hands 
with all the customers as they came 
in the front door. The tempo of busi- 
ness is too fast for this today. Direct 
mail, on the other hand, preserves 
some of this intimate or personal 
touch. “Newspaper ads appeal to the 
masses,” says Mr. Burtanger, “but 
reserve direct mail for the job of 
appealing to your customers in a 
friendly manner.” 

There are many first rate depart- 
ment stores which enclose advertise- 
ments with their monthly statements. 
Sometimes these are reprints of their 
regular newspaper ads and sometimes 
they are folders furnished by the 
manufacturers. These folders work 
fine during slack periods but are 
liable to get a store into ticklish 
situations if they receive folders from 
a number of manufacturers at one 
time. If you chose one, you make 
the others unhappy. 

Mr. Burtanger reports that they 
used to do this but have stopped it 
and now publish “Rike’s News of the 
Month.” This is a booklet 634 by 
6% inches which folds once to the 
correct size for a small envelope. It 
usually contains twelve pages (printed 
on 60 pound stock) of best buys, new 
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arrivals, sale and store news, as well 
as goings on in the store in the clos- 
ing month. There is usually a photo- 
graph on the front cover and an order 
blank on the back. 

The shoe department of Rike-Kum- 
ler has had amazing response to 
penny postcards—especially cards 
sent to mothers who have bought 
shoes for their children in the chil- 
dren’s shoe department. These cards 
are signed by the salesperson who 
waited on the mother and are sent 
out during sales periods. 

Their men’s shoe department have 
found personal letters especially effec- 
tive to male customers. These letters 
are signed and addressed by the cus- 
tomer’s regular salesman. 

oa . * 


Revolving Style Show 


In the center window of Macy’s 
low priced women’s shoe store in New 
York City is a very interesting shoe 
display that might better be called a 
revolving style show. 

A huge disk about 10 feet across 
and 4 feet high is set up in the middle 
of the window. On the outer edge of 
the disk are twelve alcove displays— 
each about 18 inches wide by 2 feet 
high. In each alcove there is a pair 
of featured shoes on leg forms, match- 
ing hose and at the top of the dis- 
play can be seen a few inches of an 
appropriate dress to make the en- 


semble complete. In front of the win- 
dow stands many a shopper attracted 
by the moving display and getting a 
free style show of twelve of the store’s 


most popular numbers. 
* a * 


Low Priced Retailing 


An experiment in low priced retail- 
ing has been started by a new com- 
pany called Atlantic & Pacific Lowest 
Price Shoe Stores, Inc. 

The type of their distribution can 
be summed up by a phrase in one of 
their recent ads—“We take away the 
fancy frills.” Their operations are 
based on the idea of serve yourself 
and save. There is no investment in 
elaborate store fronts and interior fix- 
tures but rather the shoes are dis- 
played on tables and racks. There 
are “receptionists, not clerks” to help 
the customers find what they are after. 

They have recently opened a new 
family store on 125th Street, New 
York City, and prices are in the lower 
brackets. 

Whereas this type of shoe retail- 
ing may not be synonymous with good 
fitting practice, all shoe men must 
admit that it is the most economical 
form of distribution to those people 
who must watch every penny. 

oe * * 

“Step nearer Spring in Sub-Deb 
Shoes.” 

(Simpson’s, Toronto) 





floor manager. 





CUSTOMER DON’TS— 


From a recent bulletin by Kline’s, St. Louis, to their salespeople. 

1. Don’t let a customer wait to be waited on. 

2. Don’t tell customers you are “new” and not acquainted with the stock. 

3. Don’t misdirect a customer inquiring for a certin department or a 
certain kind of merchandise. If you don’t know, call the floor manager. 

4. Don’t let a customer go away dissatisfied. Refer the customer to a 


5. Don’t “knock” other stores. Our competition must be absolutely fair. 
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BEST IDEA OF THE WEEK 
MINIATURE SHOE BOXES SELL REGULAR SIZE SHOES 


(Rike-Kumler Co., women’s 


O. P. Ideator—“I might be accused of being an- 
over-the-shoulder-reader, but coming up the elevator 
I did notice a woman passenger with an invitation in 
her hand to visit your shoe department and see your 
new presentation of shoes. How did you distribute 
these invitations?” 


Buyer Edward Blomquist—“That invitation as well 
as 500 others was sent out by the store’s delivery 
trucks and personally presented to the customer for 
whom it was designated. The invitation, for further 
interest appeal, was sent in miniature shoe boxes.” 


O. P. Ideator—“Rather a spectaculer idea to make 
the customer store conscious. How resultful was the 
promotion?” 


Mr. Blomquist —“As you probably realize a certain 
number of customers would react to this invitation 
and come into the department without making men- 
tion of the novel way they were invited. But as near 
as we can ascertain fully 50 per cent of our invitations 
induced action and most of these were definite sales 
actions. Many of the customers made complimentary 
comments about the idea and expressed their thanks 
for the little box, mentioning the fact that they could 
put the box to some domestic use.” 


O. P. Ideator—“Indeed, that is a slant you would 
not think of at first glance. Customers could use them 
for jewelry containers, handkerchief holders, button 
boxes and for a multitude of other services. Thus by 


shoe dept., Dayton, Ohio) 


your idea, you were able to perform a service for the 
customer, create a pleasant feeling for your store, and 
at the same time put over your selling message and 
invitation to visit your department. What was the 
size and some of the features of the box?” 


Mr. Blomquist—“The size of the box was 3 by 6 
inches and the top of the box was of a burnt orange 
color while the bottom was in a cream shade. On the 
top of the box appeared the words: ‘Beautiful Shoes— 
Invitation Enclosed—See the New Shoes at Rikes’s’.” 


O. P. Ideator—“And with all these customers put- 
ting these little boxes to practical uses around the 
house you couldn’t secure a more permanent adver- 
tisement if you posted an ad on every customer's 
wall.” 


Mr. Blomquist-—“Right you are! We realized the 
significance of this type of advertising and knew that 
the miniature box would not be thrown away. If a 
large percentage of the boxes were not thrown away 
it would give us perpetual advertising at a minimum 
of cost.” 


O. P. Ideator—“And I can see that no particle of 
originality was lost when you printed the invitation 
in the shape of a shoe. To put a shoe-shaped invita- 
tion into a miniature shoe box seems to be the natural 
thing to do. The results you realized seem to bear 
out the theory that originality in shoe store work 
often brings good results.” 














The Complete Advertiser 


Advertising isn’t all confined to 
newspaper and window displays. In 
fact, there are many smart ways for 
the shoe store to stretch out the news- 
paper advertising dollar. As, for in- 
stance, through the use of reprints 
of your ads. You might put one in 
a frame in each window or on the 
walls of your store. Or a few copies 
might be placed on your display and 
wrapping counters and they may be 
inserted in your mailing pieces or 
enclosed with the shoes sent to your 
customers. And don’t forget that the 
cuts can be used in making up cata- 
logs and mailing pieces. 

Then economical and effective ad- 
vertising can be done on letter heads, 
with mailing pieces, on delivery cars, 
penny postcards, on shipping and 
mailing labels and the name of the 
store can even be placed on the 
clerks’ coat. 

And don’t forget personal cards 
for your salesmen to be given to cus- 
tomers, prospects, and inserted in 
wrapped shoes so that the satisfied 
customer can get the same clerk 


again. 


“Sleek and shining as anthracite 
. as smooth fitting as a glove 

. and as flattering as an orchid.” 
(Sears, New Orleans) 


* + 


Shoe Fixery 


A complete shoe repair department 
has been established by James Mc- 
Creery & Co. on the ninth floor of 
their New York department store for 
the convenience of their customers. 

Located near the elevators, it has 
all the appearances of a shoe repair 
store brought in off the street and set 
up in the corner of the floor. Rectan- 
gular in shape, the fixery has a coun- 
ter in front with shelves behind and 
attractive displays of laces, polishes 
and accessories. To the left of the 
counter is a closed off area where 
customers may relax in easy chair 
comfort while their shoes are being 
repaired. Closed off behind the coun- 
ter is the work room with complete 
machinery to do all major and minor 
jobs of shoe repairing. The Shoe 
Fixery repairs shoes for store em- 
ployees as well as customers and pro- 
motes the sale of new shoes by mak- 
ing minor fitting adjustments for the 
regular shoe departments. A good 


service to promote in connection with 
any complete shoe business. 
7 * * 

Spring 1940 will soon be here so 
here’s a few ad phrases (some orig- 
inal—some deleted from proven ads) 
that may help you in planning your 
customer approach: 

“The fit’s the thing” 

“After walking all day—they’re still 
comfortable” 

“Light feet bring light hearts” 

“Go light on your feet” 

“In step for Spring” 

“There’s a new style a-foot” 

“Give your feet a new thrill” 

“Smart footwear for smart people” 

“Give your feet a vacation” 

“Footprints in the sands of fashion” 

“The low-down on heels” 

“To glorify her public life” 

“Beautiful and the best” 

“Styled for the Easter parade” 

“Clever footwork” 

“Soaring to new heights” 

“Fit to be tied” 

“Light as a whisper” 

“Black and flattering” 

“In style from head to foot” 

“Attractive . . . even in price” 

“For all American spectators” 

“Too smart for words” 





MRS. TYPICAL CUSTOMER took time 
out on her recent visit to New York to 
shop at Bloomingdale’s where she was 
clothed from head to foot. Wearing her 
new gray jacket and dress, she is shown 
here in the shoe department surrounded 
by the shoes of her choice. She is 
wearing a pair of Barbara Lee shoes 
which she selected for daytime use. 
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MAY WE PRESENT 
“Mrs. TYPICAL CUSTOMER, 1940?” 


WHEN Mrs. Roy Fleming, attractive 33-year-old 
housewife of Hot Springs, Arkansas, sat down at her 
desk last September and wrote her prize-winning letter 
expressing her opinion of her local stores, she was just 
like thousands of other women all over the country who 
had some ideas on this subject and who thought that a 
free trip to New York was worth a 200-word letter. 

Mrs. Fleming’s letter won the award for two reasons 
—its simplicity and its appreciation of the merchants 
of Hot Springs as integral parts of the life of the com- 
munity. Says Mrs. Fleming, “It is a pleasure to me as 
a resident of Hot Springs to shop in any of our stores 
because they, and the people who run them, are easy to 
know. From constant experience I have learned that 
back of the merchandise which I purchase stands a 
neighbor and friend, the local merchant, interested in 
his customers and in seeing that his merchandise satisfies 
in every respect. 

“Tt is a pleasure to know the merchants with whom I 
deal for another reason. Money spent with them is 


ITN the Recent Consumer Letter Contest, 
Sponsored by the National Retail Dry 
Goods Association and Other Retail Groups, 
Mrs. Roy Fleming of Hot Springs, Arkansas, 
Second Winner of the Contest, Was 
Awarded This Title and the Prize, a Visit 
to New York and Washington, Including 
Attendance at the Association’s Banquet 
and Tea with Mrs. Roosevelt. 


shared by the store’s employees and many others who 
live and work in Hot Springs. Besides, from their profits 
they help to support the churches, schools, charities, 
local Chamber of Commerce, in fact, every worthy 
undertaking in which my family and I are interested and 

from which we benefit. 
“One could speak of the convenience of the shopping 
district, the well-arranged stores, the intelligent sales- 
[TURN TO PAGE 50, PLEASE] 
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A New Book You Need... 


FREE STORE FRONT BOOK TELLS 


® How to increase your business 


® How to make your store better 


looking — inside and out 


® How to lower maintenance 


costs 


And contains 12 full-color illus- 
trations of outstanding store 
front designs as displayed at 
the New York World’s Fair. 


ERE’S a new, 28-page book that 
you should see. It’s crammed 

full of photographs, facts, figures of 
interest to every merchant who wants 
to build his business. It shows you 
how Pittco Store Fronts have been 
used to remodel stores of every de- 
sription in every section of the coun- 


ITTCO STORE FRONTS 
PITTSBURGH PLATE GLASS COMPANY 


"PirrssuroH” stands for Zualiity Glass 


try . . . tells, in many instances, 
definite business increases that have 
resulted from Pittco remodeling. And 
a special insert shows, in full color, 12 
World's Fair store front models, illus- 
trating new styles, techniques, ma- 
terials and designs. 


You owe it to yourself .. . and to 


your business . . . to read the many 
money-making ideas this new book 
offers. Send the coupon—now. Your 
copy will be sent you absolutely 
without obligation. 








Pittsburgh Plate Glass Company 
2308 Grant Bidg., Pittsburgh, Pe. 

Please send me, without obligation, your new book 
entitled “How to Get More Business.” 
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Hide Futures Off; Spot Market Lower 





Variety of Influences Cited by Traders as Factors in Decline 
Which Has Continued Four Weeks 


New York—Hide futures on the 
New York Commodity Exchange de- 
clined for the fourth successive week 
to register losses of 67 to 73 points last 
week, in a heavy volume of trading. 

Sales last week were 1415 contracts 
or 56,600,000 Ibs., as compared with 
926 contracts or 37,040,000 Ibs. the pre- 
vious week. 

Selling on the exchange attributed 
to Chicago packers accounted for the 
pressure on the market, which drove 
prices to a level approximately 2 cents 
per lb. below the highs at the start of 
the year. This selling was reflected in 
an increase in the short position on 
the futures exchange, which amounted 
to 2868 contracts at the end of the 
week, compared with 2691 eontracts a 
week earlier. 

An increase in the number of cattle 
slaughtered, poor quality of winter 
hides, spotty retail shoe store sales, 
and a decline in practically all other 
raw commodities were cited by market 
traders as auxiliary factors accounting 
for the drop in the hide market. 


Spot Market 


Packer offerings were reportedly 
heavy on the exchange because of few 
sales to tanners in the spot market. 
Known sales to tanners were under 
30,000 pieces on the basis of 13 cents 
per Ib. for light native cowhides—off 
% cent from the previous week. 

Packers who sell contracts on the 
futures exchange can later deliver the 
actual hides when the delivery date 
arrives in satisfaction of those com- 
mitments. If spot activity increases, 
and hides are bought by tanners, pack- 
ers will offset their futures sales by 
purchases of futures contracts. 

Traders expressed surprise that the 
market should continue lower after the 
large volume of spot sales the previous 
week, which totaled 225,000 hides. 

Prices in Argentina broke % cent 
from last trading levels on sales be- 
lieved to be to England, with standard 
frigorifico steerhides quoted at 14% 
cents per Ib. The U. S. and England 
continued buyers in fair volume, how- 
ever. Sales for the week were equal 
to those reported in Chicago, or 30,000 
pieces. 


Leather Markets 

Slow bookings by tanners with shoe 
manufacturers accounted for the lack of 
tanner interest in spot hides. Both 
upper and sole leather markets were 
quiet. Prices on many grades of leather 
were lower. 

In the sole leather markets, light 
cow crops were sold at a steady price 
of 86 cents per lb. While domestic 
business was disappointing, exports of 
bends has been sufficient to absorb con- 
siderable quantities of material—even 


though this export business did not 
reach the proportions anticipated by 
speculative sources. A large tanner 
estimated that 50,000 bends have been 
sold abroad each month since the war 
started, or a total of 200,000 pieces. 
Prior to the war our exports of bends 
were negligible. 

Calfskin leather prices declined one 
cent per square foot and side leather 
prices were quoted one-half cent below 
the previous week’s prices. Tanners 
attributed the lack of business to poor 
shoe orders, because manufacturer pur- 
chases of leather have not been large 
enough in recent weeks, generally 
speaking, to permit operating on any 
inventory accumulations. Stitchdown 
manufacturers, or makers of low- 
price shoes, have been particularly in- 
active, according to reports in the 
leather trade, and many leather ship- 
ments have been deferred until later 
in February. 

For the country as a whole, retail 
sales for the week ended January 20 
were barely 7 per cent above the cor- 
responding period in 1939. Conse- 
quently, manufacturers who produced 
a record number of shoes in the 12 
months just ended, were thought to be 
checking operations to cut stocks. In 
any event, business activity as a whole 
has tapered downward since Jan. 1, and 
last week 14 raw commodities, includ- 
ing rubber, silk, hides, copper, corn, 
wheat, sugar, coffee, cocoa and cotton, 
dropped in price. Moody’s spot index 
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declined from 165.3 to 161.0. Dow- 
Jones index of futures prices declined 
from 61.23 to 59.30. (This index is not 
sensitive.) 
Cattle Slaughter 

Hide market traders were apprised 
of the potential supply this week, when 
the Bureau of Agricultural Economics 
of the Department of Agriculture re- 
ported, “The large increase in the num- 
ber of cattle on feed will be reflected 
in materially larger marketings of 
grain-fed cattle in 1940 than in 1939. 
This increase is expected to be most 
pronounced in the first half of the 
year.” For the current year during 
the first two weeks federal inspected 
slaughter of cattle at twelve leading 
markets totaled 205,208 head compared 
with 181,485 during the like period 
of 1939. 

Foreign Situation 

Prospect of American shipments of 
leather abroad continues favorable, al- 
though the orders have not been up to 
full expectations. United Kingdom tan- 
ners reported to the Bureau of Foreign 
and Domestic Commerce that there is 
continued difficulty in securing ade- 
quate quantities of hides for civilian 
requirements. This is partially a re- 
percussion of an agreement among 
English tanners, before the war, to 
restrict production. Stocks of tanning 
materials are low in the Netherlands. 
Here maximum prices tanners will pay 
butchers has been fixed by agreement 
among the Association of Netherlands 
Hides Dealers. Sweden has restricted its 
exports of hides and skins. In France 
hides were requisitioned for military 
use and civil needs were filled only 
when a surplus was available afte: 
army orders had been provided for. 





Shoemaking While You Wait 


When you travel in Guatemala, pick 


up a pair of Quiche Indian sandals 
custom-made while you wait. The 





mazasd sesh 


great plaza of the: mountain village of 
Chichicastenanga (“land of the poison- 
ous nettle”) is the site of this leather 
goods shop on a Thursday market day 
which attracts from two to five thou- 
sand vendors and Indian buyers of 
food, cloth, earthenware vessels, and 
ornaments. All of the belts, whips, 
straps, and sandals pictured were car 
ried many miles over the steep moun 
tain passes to Chichi on the back of the 
dark, wiry proprietor—whose Maya: 
forebears, for all we know, may have 
offered the same type of goods on this 
very spot as long ago as 3300 B. C. 

The Quiches, one of the foremost 
Guatemalan tribes, are noted for their 
excellent woven stuffs and leather 
goods. They are clever imitators, but 
mostly limit imitation to the designs, 
symbols, and styles of their ancestors 
They haven’t yet discovered the poten- 
tialities of business with “las tourista;” 
who, in turn, are just commencing ‘o 
discover the pleasures of Guatemalan 
hospitality. 

You desire a pair of sandals, Senor’ 
They are cosy on your feet, fairly well 
made, and cheap at “un quetzal y cin- 
quenta centavos.” That’s a dollar and 

[TURN TO PAGE 56, PLEA<£] 
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OHIO 








GRAY BROTHERS SHOES, Inc. 
SYRACUSE, NEW York 


THE OHIO LEATHER CO. ciraro- . Onte 


te or i a a — 





Write for facts on Mohawk’s range of colors, textures, 
weaves, prices . . and how Mohawk helps sell shoes. 


MOHAWK CARPET 


MILLS, 


AMSTERDAM, 


N.Y. 
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Leisure Footwear for Men 


Leisure shoes of the casual, informal type, designed for 

both outdoor and indoor wear, play an exceedingly im- 

portant part in the men’s branch of the business this 

season, and are expected to enjoy increased demand as 

summer approaches. This interesting number, incorpo- 

rating the patented Cool-ee sole construction, is from the 
line of California Casuals, Inc. 


Branch Store for Resort Season 


Miami Beacu, Fia.—Sam Bailey, Jr., of the Sam 
Bailey Boot Shop, Miami, has opened a branch shop 
at 325 Lincoln Road for the season. Hanan shoes for 
men will be featured exclusively. This is the third sea- 
son the Bailey Boot Shop has been represented on Lin- 
coln Road; the main store is on E. Flagler Street, Miami. 


New Shoe for Little Folks 
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THE FIRST NAME IN SCOUTING SHOES 


BUSTER BROWN 
Official Boy Scout Shoes 


Newspaper Publicity 
For Foot Health Week 
[CONTINUED FROM PAGE 23] 


give attention to well informed releases 
on foot health, that they can use as is 
or rewrite in their own style. Inci- 
dentally, how about contacting the 
“Column Conductors” who have daily 
programs on the air. Here’s a typical 
release for the “beauty adviser”— 
Healthy feet make pleasant faces. 

Did you ever analyze what makes 
real beauty? If one has a face that is 
pleasing, a good figure, and a pleasant 
disposition she will qualify though she 
never wins a beauty prize. But you 
can’t have these things if you have bad 
feet—they simply do not go together. 

There’s many a brow that is wrin- 
kled by discomfort, many a smart suit 
that looks dowdy, many a disposition 
that is crabbed—by bad feet. A well- 
cut dress or suit, to look really smart, 
must be worn on a figure with a good 
back, a shapely bust, neat waist, nicely 
molded hips. If ailing feet and the 
wrong shoes throw the body eff-balance 
a smart figure cannot be maintained. 

A face that is filled with foot-pain 
grimaces cannot be attractive, no. mat- 
ter how well it is formed, how good the 
complexion. 

And certainly no one can be angelic 
when throbbing feet jangle the nerves 
throughout one’s whole body. 

What a price to pay for wearing the 
wrong shoes! Especially when it is so 
easy for most of us to have shoes that 
help us look better, feel better and be 
our natural lovable selves. 

Here are some of the captions from 
numerous articles appearing in maga- 
zines that may hold suggestions: 

Light on your feet. 

On your toes. 

Prevent foot troubles. 

Shoes for growing feet. 

Your feet are your future. 

Foot free. 

Beauty begins with the feet. 

Fairs are hard on the feet. 

Fitting feet for life. 


Balcony Location Attracts 
[CONTINUED FROM PAGE 24] 


when not in use. Enough space is pro- 
vided in the stock room for receiving 
and marking goods. 

“We think we have found the solu- 
tion to the question of where to locate 
the women’s and children’s shoe depart- 
ment,” said H. S. Miller, manager. 
“Some contend the department should 
be on the ground floor; others that it 
should be on an upper floor adjacent to 
women’s and children’s ready-to-wear. 
As a compromise we selected the bal- 
tony, where we are up out of the bustle, 
yet close enough to both the first floor 

d the ready-to-wear departments to 

” 


Mr. Miller’s department appeals to 

medium class trade and enjoys a 

credit business. It is air condi- 

and has the latest type of direct- 
illumination. 
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NATIONAL BOY SCOUT WEEK 
FEBRUARY 8 TO FEBRUARY 14 


As retailers of Buster Brown Official Boy Scout 
Shoes you are officially identified with the Boy 
Scouts of America. Build up your juvenile busi- 
ness by special promotions during this week. 


During Boy Scout Week make a 

special effort to get over to the Boy 

Scouts and parents of your com- 

munity that Buster Brown Oficial 

Boy Scout Shoes 

—are made to rigid quality specifications 

—every style is authorized and approved 
by the National Boy Scout Headquarters 

—they are an important part of the Off- 
cial Boy Scout uniform 

—their scientific proportioned lasts and 
other famous health features make them 
the right shoes for all boys of Scout age, 
as well as Scouts. 


Do this by special displays and in- 
teresting window trims featuring 
articles used by Boy Scouts as well 
as different styles of Buster Brown 
Official Boy Scout Shoes. Run 
newspaper advertisements. Keep 
in touch with Scout Executives, 
Scout Masters and Boy Scouts. 
Get back of the “Official” in 
Buster Brown Boy Scout Shoes and 
push. Boy Scout Week can really 
increase juvenile business and 
good will for you and your store. 


Sscousy. Sooe Gompany 


Manufacturers . . 


. St. Louis 


ALSO MAKERS OF BUSTER BROWN OFFICIAL GIRL SCOUT SHOES 








“I COULDN'T DO 
BUSINESS WITHOUT A 
QUALITY LINE OF 
CHILDREN’S SHOES!” 


Says 


DR. N. F. NORMAND 
Lit Bros., Merchandise Manager 
Philadelphia, Pa. 


“We sell children’s shoes at 
all price ranges—and quite 
naturally I need a price ap- 
peal. But I find that the 
quality appeal is the soundest 
way to build—in fact on a 
quality line such as Dr. Pos- 
ners I find an unusually high 
percentage of repeat business. 
We've sold Dr. Posner's Scien- 
tific Shoes for the past four- 


rect “Body Falance” is a 
basically sound health appeal 
that brings mothers back sea- 
son after season.” 


To Buyers and Merchandis- 
ing Men! How can you make 
a profit on better grade chil- 
dren's shoes? Let the oldest 


DR. A. POSNER, SHOES, 
(inc.) 
Junior Footwear Since 1888 
140W. Broadway @ NewYork, N.Y. 


Pacific Coast Representatives: 


GLASER SHOE COMPANY 
SAN FRANCISCO, CALIF. 
Factory: Allentown, Pa. 
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Children’s Fashions for Spring 


[CONTINUED FROM PAGE 21] 


and for the all-red shoe as a novelty. 
The red which was most prominent, 
(used alone in coats and suits, or as 
trimming) was “Legion Red,” a clear 
scarlet shade, which has been matched 
in leathers for shoes. We show one on 
these pages. 

Grey, in men’s wear flannel and 
tweed mixtures was especially good in 
suits and coats—trimmed often in red 
(military influence), blue or rose. The 
shoes which can be promoted most suc- 
cessfully for wear with this group are 
patent leather (in trimmed pump 
styles, or one-straps), blue and red. 


’ Tan is another shade which has favor- 


able possibilities, and the market is 
open here for tan shoes—in pigskin, 
crushed calf or smooth calf. The plug 
oxford, opened up or with perforations, 
is a good choice for promotion in this 
group. 

Plaids, prints, stripes, checks, tweed 
effects, and mix-and-match treatments 
were also worthy of note, especially as 
a basis for the promotion of special 
novelty shoes by the shoe retailer. Here 
is where such “extra” pairs as the plaid 
saddle oxford (to pick up the color of 
a monotone costume), the red shoe, or 
the side-lace oxford with a colored 
saddle will have their greatest im- 
portance. 

Such military treatments as brass 
buttons, gold braid, epaulets, capes with 
red linings, and patch (cash-and-carry) 
pockets can find expression in shoes in 
such treatments as squared-off heels 
and brass eyelets, neither of them de- 
tails which are new this year, but both 
certain to enjoy popularity because of 
the corresponding influence in clothing. 
And both of them worth promoting for 
this reason. 

A second trend of importance brought 
out at the fashion show was the old- 
fashioned influence. Pinafore dresses, 
with much ruching and smocking, wash 
dresses of chambray, dimity, percale, 
all call for dainty shoes, White one- 
straps, opened up for coolness and com- 
fort, the white pump trimmed with a 
bow of ribbon, leather, or a metal 
buckle, patent one-straps and T-straps 
in airy patterns, and even monk types 
and stepins with gypsy seaming, walled 
lasts, perforations, side gores or other 
similar details are all correct in this 
group, along with everyday shoes in 
black, brown or white calf—smooth, 
grained and crushed—in oxford types, 
and, of course, the shark tipped oxfords 
for durability. 

Tweeds, in mix-and-match patterns, 
tweed coats and tweed suits were espe- 
cially important. So were suits and 
coats of flannel, wool and covert cloth 
—all calling for the classic oxford types 
for true smartness. And, incidentally, 
youngsters (even the twelve-year-olds) 
are not apt to object quite so strenu- 
ously this year to these staple types, 
when mother is selecting shoes with 


lower heels and brogey outlines for her- 
self for street and tailored wear. The 
prevalence of stitched satin trimming 
on these suits and coats leads directly 
to an increased interest in piping and 
dressmaker details on shoes. 

The appearance of Sue Hasting’s 
“Fashionettes,” life-sized marionettes, 
caused a diversion when, dressed in 
new styles of children’s clothing, they 
explained the styles at their appear- 
ance on the runway. These marionettes 
are available for fashion shows given 
by retailers. 

We do not mean to convey the im- 
pression, by our discussion of these 
novelty shoe styles, that these are the 
only shoes for the retailer to promote. 
As always, the bulk of the children’s 
business remains the classic staple 
types—saddle oxfords, plug oxfords, 
bluchers and bals for everyday wear, 
and patent leather and white one- 
straps, T-straps and pumps. Trimming 
variations on these staples, such as lac 
ing, perforations, stitching, etc., wil! 
have special interest. And opened-up 
airy patterns will be especially good 
But these novelties, promoted with ar 
eye to ready-to-wear, and based on th 
clothing trends, add a touch of spic: 
to regular stocks. Promoted with car: 
and discretion, they will increase th: 
sale of extra pairs—those pairs whos: 
sale is “all velvet” to the retailer. 


Hide Export Regulations 


New York—The Consulate of the 
Union of South Africa at 500 Fifth 
Avenue, New York, has announced that 
copies of amended regulations relating 
to the grading, packing and marketing 
of hides and skins intended for export, 
which were promulgated by the Depart- 
ment of Agriculture and Forestry of 
the Union on November 3, last, may 
be obtained by those interested on ap- 
plication to the consulate. 


Harold Kraft Leases 
Department 


ALLENTOWN, Pa.—Harold R. Kraft 
has leased the shoe department of Koch 
Bros., men’s clothing and furnishings 
store, here, as of February 1, and will 
feature Crosby Square shoes. For eight 
years he was shoe buyer for Sayres, 
Scheid & Sweeton, of Lancaster. 


Carl Kaye 


MILWAUKEE, Wis.— Carl Kaye, ‘4, 
office manager of the A. F. Gallun & 
Sons Corp. and associated with the firm 
for 45 years, died Jan. 13 in a local 
hospital. A native of Milwaukee, Mr. 
Kaye was ‘active in the Masonic order 
here for years. Mr. Kaye is survived 
by his widow, a daughter, two sons 2nd 
a sister. 
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ae Your Prestige 
and Profit 


by saline Gallun's Cretan Calf 


numbers in your Spring showing 


The favorite leather of the world’s custom bootmakers 
—Gallun’s vegetable tannage—gives your sales people 


as something to talk about besides price. Mention Cretan 
ishings Calf, and you go up a notch in your customer's estima- 
ind as tion. Point out its handsome appearance and clean-cut 
or eigh 


Sayres, punching and foxing — demonstrate its supple comfort 
. — assure him of its continued softness, rain or shine 
— and you sell more of your higher-priced shoes. Sell 


Norwegian Calf Gallun leathers once, and you sell your customer again 
aye, 64, _ hand-boarded grain and again — for these vegetable tannages make good 
os b a i Cretan Calf on overy promise. No free acids to affect the health 
a local Ver 2 ra of sensitive feet. Look for the Gallun numbers when 
cee, Mr. : you order from the catalogs of leading manufacturers. 
= tees od Eskimo Calf You find them among shoes of all types, for all seasons 


ons and See — and always at the “top of the line.” A. F. Gallun & 
Sons Corporation, Milwaukee, Wisconsin. 
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"MY SHOES SZay SOLD AND 


E-W FIBRE SORTED SOLES 
HAVE PLENTY TO DO WITH IT. 


“Mike and Ike here are alikeas well as just looking it. And 
they'll be alike in service, top — giving equal support and 
appearance. They're Englanid-Walton “Fibre-Sorted” Soles, 
I use them because I know retailers and customers have no 
use for shoes when one sole gives out way before the other. 


“Here’s what happens. The sorters at England Walton really 
match their soles by fibre stricture. Both soles in a pair come 
from the same place in the hide — as the result . . . “When flexed, as in walking, they react the same. Pictures 
taken with polarized light show how the stresses and strains 
are similar in two well matched soles. 


“That's why I insist upon 

England Walton “Fibre- 

Sorted” Soles. My shoes 

won't come back to the re- 

tailer, and he won't shove 
“When soles are not accurately matched, you get strain lines very dite back on ae.” 
dissimilar, even in the case of soles used on high-grade shoes! 


England Walton Division A. C. Lawrence Leather Co. 


Boston, Camden, Peabody, New York, St. Louis, Columbus, 
Chicago, Milwaukee, Los Angeles, Ashland, Ky., 
Newport, Tenn., Hazelwood, N. C. 


@ ENGLAND WALTON/2%<SOLES 


MAMs BSBeVUES BIA Y Soa 
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National News 





Merchants Act to Adjust Rubber Prices 





Most Rochester Shoe Stores Men to Pass Recent Wholesale Rise 
of 121% Per Cent on to Customers 


RocHEsTeR, N. Y.—Members of the 
Rochester Retail Shoe Dealers’ Asso- 
ciation have acted to adjust retail 
prices of rubbers to meet the wholesale 
advance, and also decided they want to 
go to school—to learn more about their 
own business. 

William Pidgeon, president of the as- 
sociation, was chairman of the dinner 
meeting, held at Hotel Seneca January 
22 and attended by more than fifty 
shoe store owners and executives. 

The rise of approximately 12% per 
cent in wholesale prices of rubbers 
went into effect January 1—the first 
time in a number of years that an in- 
crease was made in mid-season. 

After an extended discussion of pro- 
posed measures to meet it, the follow- 
ing were appointed members of a com- 
mittee to work out a plan for an ad- 
justment of prices to permit a reason- 
able retail profit: 

Leonard Weidenmiller, National 
Clothing Co.; Lester Watson, McFar- 
lin Clothing Co.; Fred Breusing, E. W. 
Edwards & Son; Henry Reich, B. For- 
man Company; Leo Schulties, McCurdy 
& Co.; Edward Auth, Sibley, Lindsay 
& Curr Co.; Madison Pierce, William 
Eastwood & Son Company. 

The committee was named by Wil- 
liam Pidgeon, president of the associa- 
tion, after it had decided to seek a 
solution in this manner. When the 
Committee completes its work it will 
ask one of the wholesale rubber foot- 
Wear firms to submit a list of suggested 
retail prices to all retailers here. 

Most of them had indicated that they 

, in any event, going to raise prices 
to cover the wholesale in- 
to them. 
ere was little opposition to rais- 
retail prices now. Although many 


took part in the discussion, all agreed 
that the purpose of being in business 
was to make a profit. 

Ernest R. Park, president of the 
New York State Shoe Retailers’ Asso- 
ciation, said prospects are promising 
for an unusually large convention at 
Syracuse in June, and foresaw the time 
when its meetings will be attended by 
thousands instead of hundreds. 

Donald J. Burke, who attended the 
National Shoe Fair, reported a strong 
trend for blacks and blues in women’s 
footwear for the coming season. 

Mr. Auth said there is a definite 
trend toward snappy shoes with lower 
types of heels for women. 

O. K. Johnson, a former shoe man, 
who is now with the Board of Educa- 
tion, outlined a program for merchan- 
dising classes for shoe store owners 
and executives, provided they want to 
take advantage of it. Several such 
classes are now conducted in evening 
high schools for other merchandising 
lines, and funds for this program are 
provided by the Federal Government. 

Calling attention to the high rate 
of casualties in all classes of retail 
stores, he said a series of conferences 
could be arranged for shoe retailers at 
which their problems would be pre- 
sented and solutions sought for them. 

When a vote was taken, nearly all 
present indicated they wanted to at- 
tend the merchandising classes. Ar- 
rangements were made to mail each a 
brief outline of the course, and it is 
expected it will be under way early in 
February. 

Ira Berman, also of the Board of 
Education, explained work which is 
being done in teaching young people 
merchandising, and suggested that 

[TURN TO PAGE 56, PLEASE] 


John R. Laycock Resigns 
From Hanan & Son 


New York—John R. Laycock, who 
has been vice-president and general 
manager of the eastern stores of Hanan 
& Son, and who is known throughout 
the industry as one of the most dy- 
namic and widely experienced retail 


JOHN R. LAYCOCK 


shoe executives in the United States, 
last week announced his resignation 
from the Hanan organization, with 
which he has been connected for more 
than twenty years. 

Aside from his prominence as a shoe 
merchandiser and executive, Mr. Lay- 
cock is an active leader in retail shoe 
organizations and in important move- 
ments for the betterment of the trade. 
He is a vice-president of the National 
Shoe Retailers’ Association, a member 
of its executive committee and has been 
chairman of its finance committee for 

[TURN TO PAGE 55, PLEASE] 
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To Hold Boston Shoe Fair June 10-13 





New England Shoe and Leather Association Re-elects Officers 
and Decides to Sponsor December Showing 


Boston. — “The twenty-first annual 
Boston Shoe Fair,” says an announce- 
ment released by the New England 
Shoe and Leather Association, follow- 
ing its seventy-first annual meeting in 
Copley-Plaza Hotel the evening of 
January 24, “will be held this year on 
June 10, 11, 12 and 13, and exhibits of 
Fall shoes will be shown in the two offi- 
cial hotels, the Hotel Statler and Parker 





elected for the year 1940. Left to ri 
George A. Dempsey, nt; Louis 
Wyman, treasurer. 


re-elected officers photogra 
Vice-Presidents J. Franklin McElwain and Colonel Charles T. Cahill. 


House. Last year’s fair was the largest 
shoe show held in Boston with a total 
of 561 exhibitors listed at these hotels.” 

Action was taken in favor of holding 
a show under association auspices the 
first week in December, to accommodate 
volume buyers who place orders for 
Spring shoes at that time. 

President George A. Dempsey, in his 
annual report, stated that the Associa- 
tion is in a stronger position, both in 
membership and financially, than ever 
before. Its total membership of 153 
companies is made up of 95 shoe manu- 
facturing concerns, 38 tanners and 20 
concerns in the allied trades. The re- 
port of the secretary, Maxwell Field, 
was largely devoted to a comprehensive 
review of the part the association 
played in approving a 35-cent minimum 
wage rate for the shoe industry at the 
recent hearings in Washington. 

President George A. Dempsey was re- 
elected for another year, as were also 
the other officers of the association and 
many of the directors. Following is the 
line-up: 

President, George A. Dempsey, Farm- 
ington Shoe Mfg. Co., Dover, N. H.; 
Vice-Presidents, J. Franklin McElwain, 
J. F. McElwain Co., Nashua, N. H.; 
ge T. Cahill, ee — Machin- 


United States Leather Co., Boston; 
Secretary, Maxwell Field, Boston; Di- 
rectors — Robert H. Adams, Charles 
Cushman Company, Auburn, Maine; 
S. D. Ansin, Ansin Shoe Mfg. Co., 
Athol, Mass.; Stuart H. Armstrong, 
Wiley-Bickfort-Sweet Corp., Worcester, 
Mass.; A. F. Bancroft, Bancroft Walk- 
er Co., Waltham, Mass.; George Barkin, 
A. R. Hyde & Sons Co., Cambridge, 


Mass.; William H. Bresnahan, Compo 
Shoe Machinery Corp., Boston; L. M. 
Carroll, Norway Shoe Company, Nor- 
way, Maine; Daniel J. Danahy, H. H. 
Brown Shoe Co., Inc., Worcester, Mass.; 
William E. Doyle, Doyle Shoe Co., 
Brockton, Mass.; Arthur L. Evans, L. 
B. Evans’ Son Co., Wakefield, Mass.; 
Harry E. Gardner, American Oak 
Leather Co., Boston; Robert Goldstein, 
John E. Lucey Shoe Co., Middleboro, 
Mass.; James T. Gormley, Day-Gormley 
Leather Co., Boston; C. Henry Jacobs, 
A. Jacobs & Sons Co., Inc., Lynn, 
Mass.; Joseph T. McCauley, Allied Kid 
Company, Boston; S. N. Nectow, Eng- 
land Walton Div., A. C. Lawrence 
Leather Co., Boston; Thomas F. 
O’Byrne, Somerset Shoe Co., Skow- 
hegan, Maine; H. O. Rondeau, H. O. 
Rondeau Shoe Co., Farmington, N. H.; 
Frank S. Shapiro, National Shoe Corp., 
Marlboro, Mass.; J. A. Slosberg, Green 
Shoe Mfg. Co., Boston; Daniel E. Wat- 
son, Watson Cut Sole Co., Boston; Max 
E. Wind, Wind Innersole & Counter Co., 
Inc., Campello, Mass. 


Elected to Board 


St. Louis, Mo.—R. O. Monnig, comp- 
troller of International Shoe Company, 
has been elected to the board. His new 
appointment came at the annual stock- 
holders’ meeting. 
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Doyle Shoe Company g 
Reorganizing 

BROCKTON, Mass.— At its annua! Mi 
meeting, held recently at the factory, | 
Doyle Shoe Company elected William 
E. Doyle, Jr., president and assistan Mc 
treasurer; Donald C. Doyle, vice-presi 
dent and director; William E. Doyle, ‘ 
Sr., treasurer, and Marion C. Doyle, Sh 
director. Albert F. Doyle, former part- f 
ner, is withdrawing from the company. 

William E. Doyle, Sr., will continue Ott 
as active head of the business. He has ’ 
been identified with the shoe industry ’ 
for forty years, and holds office as di- 
rector of two banks, director of the An 
New England Shoe & Leather Associ:- tg 
tion, member and past officeholder of : 
Seville Council, K. of C., and the Old i 
Colony Advertising Club, charter me- vou 
ber and past vice-president of Brocktvon . 
Kiwanis Club. , 

His son, William E. Doyle, Jr., ‘has Ann 
been assistant treasurer for the past we 
four years. He is a graduate of Har- tic 
vard University, as well as director of 
the Brockton Chamber of Commerce Fifth 

Donald C. Doyle, another son of Wil- Ne 
liam E. Doyle, Sr., has been associated ot 
with the company for the past three _ 
years. He is a graduate of Thayer He 
Academy. 

Albert F. Doyle has been in the shoe Annt 
business forty years, and before the ler 
founding of the Doyle Shoe-Company, 
was a factor in the growth of Churchill Joint 
& Alden Co., where he took a prominent She 
part in the promotion of Ralston shoes. Ass 

Besides having a wide circle of Re 
friends throughout the shoe industry, Hot 
Mr. Doyle has been active in many 
local movements for community better- — 
ment. He is a trustee of the Brockton 
Hospital and the American Legion, N.Y. 
also a Knight of Columbus. He is Mid 





president of the Satucket Trust, direc- 
tor of the Brockotn National Bank, 
vice-president of the Community Chest, 
and is identified with the state council 
of the Boy Scouts, besides being active 
on various charitable and shoe organi- 
zations. 









CCC Contracts Awarded 


Boston, Mass.— The International 
Shoe Company and the Brown Shoe 
Company, both of St. Louis, have di 
vided between them an army order for 
120,648 pairs of shoes for use by the 
Civilian Conservation Corps. These are 
shoes of black leather, Type “E.’ 

Forty thousand pairs were awarded 
to the International Shoe Company at 
a price per pair of $2.68; and a similar 
quantity to the same company, at $2.73. 
The Brown Shoe Company received the 
award for the remainder, a total of 
40,648, at a price per pair of $2 “4. 

The Boston Quartermaster De)ot is 
authority for the statement that these 
prices represent a sharp decrease i 
price in this type of shoe. On Oct. %, 
1989, awards covering the manuf :cture 
of 52,500 pairs of these shoes were 
made at a price per pair of $2.97 
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Dates to Remember 


Mid-Continent Shoe Show, Hotel 
Mayo, Tulsa, Okla. 
February 11, 12, 13, 1940 
Monthly Shoe Show of Chicago Shoe 
Travelers Association, Hotel Morri- 
son February 26 and 27, 1940 
Shoe Market Days of Iowa National 
Shoe Travelers’ Association, Hotel 
Fort Des Moines, Des Moines, Iowa 
March 10, 11, 1940 
Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 
April 1, 2, 1940 
Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
illinois June 2, 3 and 4, 1940 
Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 
June 2, 3, 4, 5, 1940 
Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 
June 2, 3, 4, 5, 1940 
Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
Ohio June 9, 10, 11, 1940 
Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 
June 9, 10, 11, 12, 1940 
Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 
June 10, 11, 12, 13, 1940 
Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 
June 16, 17 and 18, 1940 





N.Y.S. Retailers Plan 
Mid-Winter Meeting 


RocHEsTer,, N. Y.—Ernest R. Park, 
president of the New York State Shoe 
Retailers’ Association, is completing ar- 
rangements for the mid-Winter meet- 
ing of directors of the organization, to 
be held at Hotel Syracuse, Syracuse, 
shortly after the middle of February. 

The exact date has not yet been de- 
termined, but it will be set for the time 
most convenient for the majority. 

As usual, the directors will discuss 
styles, merchandising, business condi- 
tions generally, and the problems which 
confront shoe retailers. John Slater of 
New York is chairman. 

Following a questionnaire which was 
sent out by Harry A. Chase, secretary 
of the state association, it was an- 
nounced that Hotel Syracuse was 
chosen as the convention hotel. This 
word came from Harold Read of Bing- 
hamton, chairman of the hotel com- 


Myron Holland Resigns 


Brooktyn, N. Y.— Myron Holland 
has resigned as president of the Hol- 
land P. C, Shoe Co., Inc., exclusive 
Physical Culture and Arch Preserver 
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Mr. Holland has held this office for 
the past three and a half years since 
the establishment of the organization 
with this store at 1036 Flatbush Ave- 
nue, Brooklyn. 

He was formerly manager and buyer 
of the I. Miller shoe department at L. 
Bamberger & Co., Newark, N. J., and 
for over fifteen years was manager of 
I. Miller Broadway store and theatri- 
cal department. Future plans were not 
made known. 


To Hold Shoe Market Days 


Des Mornes, Ia—E. N. Ochsner, 
newly elected president of the Iowa Na- 


tional Shoe Travelers‘ “Association, has 
called for a special meeting February 
10 at the Hotel Fort Des Moines. At 
this meeting plans will be completed 
for Shoe Market Days to be held March 
10 and 11, at this hotel. The third, 
fourth, fifth and sixth floors have been 
taken over for this purpose. 


Named Manager 


JANESVILLE, W1s.—Travis Rumer has 
been named manager of the ladies’ shoe 
department at the Golden Eagle de- 
partment store here. The department 
is operated by the Wohl Shoe Co. 











Ourvoor customers go for Bass 
in a big way, because they know that 
Bass makes everything they could want 
for outdoor footwear. The new 1940 cat- 
alog is now ready and in it you will 
find the complete Bass line. If you 
haven't received your copy, write today. 
Listed are such best sellers as the Bass 
Sportocasin for Golf, the Quail Hunter, 
Ranger, and Woc-o-moc for sports 
afield, plus the ever-popular Saddle 


Oxford shown below. Write G. H. Bass 
& Co., Dept. BS-32, Wilton, Maine. 














Hazel Smith Innes Ad Director 

Los ANGELES, CALIF.—Announcement 
has been made by Innes Shoe Company 
of the appointment of Hazel E. Smith 


HAZEL E. SMITH 


as advertising director for their three 
stores in Los Angeles, Hollywood and 
Pasadena. 

For the past four years, Miss Smith 
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Mid-Atlantic Retailers Buy Wedge Types 








PHILADELPHIA— Among the styles 
mentioned as being in best demand at 
the Middle Atlantic Shoe Retailers’ 
Association show here last week, were 
decorated wedge types in both plain 
and dress shoes, spectator sports shoes 
in combinations, moccasin and sandal 
types, saddle oxfords and play and 
beach shoes. Materials in demand in- 
cluded patent leather and elasticized 
gabardine in combination, buckos, 
capeskin, kid linens and heavy rough 
fabrics of the hopsacking type. Open 
and closed toes sold in about equal pro- 
portions, with little said about open 
backs. 

All black and black in combination 
with gray and beige trim were popular, 
followed by blue, both in solid color 
shoes and those with lighter color trim. 
A sprinkling of interest was shown in 
red, beige and gray in dress shoe types. 
Multi-colors were bought in high heel 
open shank shoes, as well as low heel 
sandals and play shoes. Plastic heels 
were reported sampled freely by firms 
showing them in high-styled dress and 
novelty shoes for retail at $12.50, 
mainly in colored shoes with matching 
plastic heels in a lighter shade or with 
contrasting heel color. 

Strap wedgies, with cut-out effects 
or contrasting color of fabric trim 
worked into the wedge, were reported 
in good demand in dress shoes by firms 
making $2 and $3 retailers, and also 
in shoes to sell at $8.75 to $10.50. Bag 
and shoe combinations featured stripes 
and two-color combinations such as 
lime and brown, red and white, light 
and dark blue. 

Mentioned by exhibitors showing 
shoes to retail around $5 as types in 
best demand were elasticized models 
in black and navy, sandals. Spectators 


Play Shoes, Dress Shoes and Foot Health Types in Favor with 
Buyers at the Recent Philadelphia Show 






divided about equally between brown 
and white and blue and white combina- 
tions, which together were a little bet. 
ter than all-white shoes. Majority of 
shoes in this price range were reported 
sold in open toes. 

In high-styled play shoes to retail at 
$4.95, $5.95 and $6.95, the last two price 
lines were reported best sellers, in moc- 
casin and ghillie types. Almost all play 
shoes were wanted with wedge heels, 
both with open and closed toes, but few 
open backs. For after-Easter selling 
some interest was shown in open backs, 
but more in a beach than play type of 
shoe. Stripes were considered outstand- 
ing in the play field, along with sponge 
rubber sales. Popular color combinations 
were red used with black or white, 
canary yellow on blue, blue with wine 
and black with wine, and tan trims 
and combinations. 12-8 and 16-8 were 
best heel heights in wedges, and ma- 
terials divided about 50-50 between 
fabrics and leathers. 

Hand-stained or antique finishes on 
tan shoes were considered the big fea- 
tures in the men’s shoe division, both 
in solid color types and in combination 
with white. One firm reported the un- 
usual interest in antique finish had ac- 
counted for 75 per cent of their busi- 
ness being done in tans, which had been 
shown throughout the entire line. Red 
crepe soles were in demand on white 
and brown combinations. 

Indications that there is a growing 
interest in foot health was manifest in 
reports from firms showing corrective 
and semi-corrective shoes. They said 
sales were better at this show than 
similar ones of last year and the year 
before, and that buyers were filling in 
sizes more than they used to. 




























































has been a member of Ruth Hamilton 
Associates, advertising agency, acting 
in the capacity of chief copy-writer and 
account executive. 

Prior to that connection, she held 
positions with two of Los Angeles’ lead- 
ing advertising agencies, Barnes-Chase 
Company and Smith & Drum, Inc., 
with her duties extending to writing of 
general advertising and radio contin- 
uity. 

Her initiation into the world of ad- 
vertising came upon her leaving North- 
western University when she took a 
position as secretary to Noble T. Praigg, 
then advertising director of the United 
Typothetae of America. Mr. Praigg 
not only recognized Miss Smith’s exec- 
utive ability but also her flair for ad- 
vertising writing and immediately set 
about teaching her the rudiments of the 
profession. Miss Smith also took ex- 
tension courses at Northwestern in 








Copy, Layout, Merchandising, and Ad- 
vertising Psychology. 

With the Ruth Hamilton Associates 
Miss Smith has been responsible for 
much of the advertising of such well- 
known retail shoe firms as Gude’s, Inc., 
of Los Angeles, Frank More in San 
Francisco, Carol Wills and Kushins in 
Oakland, Chester Herold of San Jose, 
Reliable Shoe Company of Fresno, and 
such manufacturing shoe accounts as 
Joyce, Inc., California Shoes, Ltd., Fern 
Shoe Company, Hermal Shoe Company, 
and others. 




















Joins New Firm 

New Yorx.—Sam Kantor, formerly 
with Fried-Cole Co. and well kn wn to 
the shoe trade, is now with J. 
Shoe Co., 138 West Broadway. Ne¥ 
York. Mr. Kantor is very enthusiast 
about his new line and will call on bis 
friends, old and new, with an ir terest 
ing line of novelties and sport « fords. 
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THE BRIDGE CLUB sounded like a convention of magpies. 
Helen had another new pair of shoes. “They're darling, 
dear,” one of the girls said. “Where'd you buy them?” 
“Neeley’s,” Helen replied. (“That shop across the street 
from John’s!” I thought bitterly. “You'd think she'd at least 
have the decency to buy from my husband!”) I felt awful. 


THAT NIGHT I told John: “The girls at bridge are getting 
their shoes at Neeley’s because of some kind of heel that 
won't scuff. Don’t you think it'd be a good idea for you to 
order them too?” “Well, I certainly will if the women want 
‘em. Don't want to lose any business!” Then John phoned 
the telegraph office, “Want to add something to that message 
I gave you. Say, Fill entire order using Scuffless ‘PYRAHEEL’.” 


“Even my FRIENDS were 


drifting away from John!” 


THEN § GOT Emily aside. “Emily, I know the girls like me 
... but I notice more and more they aren't getting their shoes 
from John. I wonder why. Do you suppose it’s the styles he 
has?” “Oh, it’s nothing serious,” Emily replied, “they just 
like to shop around—and I think some of them are enthusias- 
tic about those Scuffless heels Neeley’s have been featuring.” 





THE NEXT TIME the club met, Emily said to Helen: “My 
goodness, Helen, another new pair of shoes! You must be 
Neeley’s best customer!" “Oh, these aren't Neeley’s. I bought 
them from John. He's got a new line in with those heels that 
won't scuff!” Emily looked at me and smiled. “You know,” I 
said to myself, “I'm going to ask John to give Emily a free 
pair of shoes for making that grand suggestion!” 


Tell your manufacturer you want Scuffless “pvranem~ plastic heel covering on your shoes, too. 


GW oyflere. rynanert 


RDU PONT DE NEMOURS & COMPANY (INC.), PLASTICS DEPARTMENT, ARLINGTON 
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all on his 
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Du Pent on the air—Listen to “The Cavalcade of America” every 
Tuesday ,9 p.m. over National Broadcasting Company Networks. 
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Soles and Heels 





THe LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 
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Moccasins 


TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 


18 STYLES 
IN-STOCK 
Au colors 

combinations 
SEND 
POR CATALOG 


SACO-MOC SHOE CORP. ine 
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Store Fixtures 


HOWELL! 


CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 


rea 
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Accident-Prevention 
Program Successful 


NortH RocHESTER, N. H.—As part 
of the company’s unique accident pre- 
vention program, employees of several 
departments comprising the eastern 
mills of the Spaulding Fibre Company, 
will be the company’s guests at an 
elaborate party to be given soon after 
February 1 in the Spaulding High 
School Auditorium, Rochester. This 
year, because of the extraordinary 
record of the Counter Factory in oper- 
ating for five consecutive years without 
a lost-time accident of any kind, a 
special feature has been added to the 
party in the form of a six-act show to 
be put on by talent from the National 
Broadcasting Studios in Boston. 

This accident prevention program, 
now several years old, is based on the 
theory of reward for careful work. A 
lost-time accident, which is the only 
type taken into consideration, is de- 
fined as an accident of such seriousness 
that the victim cannot report for work 
the following morning. In actual opera- 
tion, this program is divided into two 
periods of six months each, one ending 
February 1 and the other on August 1. 
At the end of the former period, em- 
ployees of any accident-free depart- 
ment are guests at a party. At the end 
of the latter, they are the company’s 
guests at a picnic held annually at 
Wolfeboro, which includes such fea- 
tures as a full-course dinner, free bow]- 
ing and pool playing and trips on the 
lake in a yacht chartered for the pur- 


February 1 this year ends a five- 
year period for the Counter Factory 
and Machine Shop, a five-month period 
for the Milton, N. H. fibre mills, an 
eleventh-month period for the Box and 
Can Department, and a three-year pe- 
riod for the North Rochester fibre mill. 

“Without a question,” says Major 
Ernest C. Blackwell, manager, “this 
plan has made our employees more 
careful.’ 





FIRST STEPS 
ARE IMPORTANT... 
TO MOTHERS... 


Because correct in- 
fant foot develop- 
ment depends upon 
correctly designed 
and fitted Baby 
shoes. 


TO RETAILERS... 
Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 
mothers are so fa- 
miliar with. 


MRS. DAY'S 








Budget Department Opened 


MiaMI, Fia.—“Sun and Fun” fash- 
ions is the name that has been given 
the new shoe department just opened 
at Richards, formerly the Mark Store. 
This is located on the street floor and 
is offering budget priced shoes, for 
street, spectator sports and all-occa- 
sion wear at $3.95. Play shoes are 
featured at two prices, $1.97 and $2.97. 





Attractive Spring Window Display 


Chicago.—This special window display of The Fair Store appeared during the 


The 


the clever use of the corner. with 


National Shoe Fair. Spring shoes were featured, together with Spring acces:orie+ 
window drew thousands of lookers. Note 
shoes displayed on ledges facing both sides of the window. 
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O ur Nurocco kidskin has weathered a trial period of 
blustery fall and snowy winter weather with complete 
success. Customers found that it holds up under hard 
wear and exposure, remaining consistently soft, supple and 
comfortable. Now in white, it is the perfect summer shoe 
leather. With its natural back it needs no lining. It may 
be perforated for further ventilation, it cleans easily with 
soap and water, and it will hold its shape through a long 
summer’s wear. Nurocco is equally practical in shoes for 
men, women and children. 


STERLING DIVISION 


ALLIED KID COMPANY 
Fourth and Monroe Streets, Wilmington, Delaware 
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Leather Soles 










For two reasons 
PARENTS WANT 
VAN TAN and 
LEATHERPLUS 
soles in children's 
shoes. 



































Greater flexibility 

gives growing feet 
reater freedom... 
onger wear is an ap- 
preciated economy. 
Ask your manufac- 
turer! 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 
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Adds Complete Shoe Line 


Mapison, Fra—T. S. Braswell of 
Monticello has installed a complete line 
of shoes for men, women and children, 
in his new department store in the 
Waring Wyche Building. 








John L. Fox 


BRocKTON, Mass.— Word has been 
received here of the death in Holly- 
wood, Florida, Thursday, Jan. 25, of 
John L. Fox, well-known sales repre- 
sentative of the Conrad Shoe Company 













JOHN L. FOX 


of North Abington, Mass. Mr. Fox, 
who made his home in this city, was 
acknowledged to be one of the best 
men’s shoe salesmen in the country. 

About two months ago, Mr. Fox had 
been injured by an accidental fall while 
in Texas, and it was while recuperating 
from the effects of this accident that he 
became ill. His death, attributed to a 
heart attack, however, was unexpected 
and a shock not only to the community 
in which he lived but to many friends 
in all parts of the United States. With 
him at the time of his death was D. 
Frank Quigley, president of the Con- 
rad Shoe Co., who had gone to Holly- 
wood for a brief winter vacation. 

Mr. Fox had been associated with the 
Conrad Shoe Co. for the past five or 
six years.. Prior to that, and for eight 
or ten years, he traveled for the Mil- 
ford Shoe Co., of Milford, Mass. 

Funeral services were held at Our 
Lady of Lourdes Church, Brockton, 
with hundreds of representatives of the 
allied shoe trades and many friends, 
present, last Tuesday morning. 

He was a member of the Knights of 
Columbus, Elks and Thorny Lea Golf 
Club. 

He leaves his widow, his father, Ed- 
ward Fox; a stepson, John L. Robinson; 
a brother, T. Russell Fox of North 
Easton, and four sisters, Mrs. Frank E. 
Laverty of Brockton, Mrs. John Carnes 
and Mrs. John Pyne of Hingham, and 
Mrs. M. B. Self, of San Diego, Cal. 


Ernest B. Southworth 


STouGHToN, Mass.—Ernest B. South- 
worth, vice-president of the Belcher 
Last Company, died recently at the 
Baker Memorial Hospital in Boston 
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S LOOK INTO 
the 
SOCK LINING 
QUESTION! 


If it must be a substitute— 
use RELETHA—a quality mate- 
rial made to give superior ser- 
vice and satisfaction. Responsi- 
ble manufacturers find it far 
more satisfactory than inferior 
grades of other materials. If your 
sock linings are not an asset to 
your shoes in good looks, color 
match, and wear—ask us about 
RELETHA—today! 
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PROSPECT MILLS CORP. 
15 Chestnut St., Cambridge, Mass. 

































after a long illness. He was 67 years 
old. 

Following his graduation from the 
Stoughton high school in i890, Mr. 
Southworth attended one of the Boston 
business schools and then became con- 
nected with the Stoughton Rubber 
Company, of which eventually he be- 
came superintendent. In 1909 he left 
this company, went to work for the 
Belcher Last Company, rapidly rising 
to the position of general manager and 
later becoming vice-president of the 
company. 

For many years he had been active 
in town affairs. In 1898 he was named 
chairman of the Board of Registrars, 
a position which he held for 40 years. 
He was a director and, since 1936, 
president of the Stoughton Co-Opera- 
tive Bank, and had held offices in many 
organizations, including the Mt. Zion 
Royal Arch Chapter of Masonry, the 
Stoughton Musical Society and the 
Boston Boot and Shoe Club. He was 
a member, also of the local Chamber 
of Commerce and the Congregational 
Church. 


Veatch Officer of 
Merchants’ Association 

St. Louis, Mo.—The annual election 
of the Downtown Olive Street Mer- 
chants’ Association saw Joseph N. 
Veatch of the local Flagg Store elected 
to the position of treasurer. 
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Studying Coast 
Retailing Conditions 


Los ANGELES, CALIF.—Jean R. Keith, 
of the George E. Keith Shoe Co., Brock- 
ton, Mass., is making an intensive study 
of Pacific Coast retailing conditions and 
is making his headquarters in the Jes- 
berg Walk-Over Shoe Store. Mr. Keith 
is working on the floor getting prac- 
tical shoe experience in his study of 
Coast shoe .buying reactions. Other 
California communities will be studied 
before he returns to the home office in 
the Spring. 





Joseph Glaser 


Boston, Mass.—Joseph Glaser, for 
many years one of the outstanding re- 
tail shoe executives of the east, and 
under whose tutelage several of the 
country’s better known shoe men re- 
ceived their early training, died recently 
at the Hotel Kenmore, where he had 
made his home since his retirement 
from active business life in 1933. 

After serving his apprenticeship in 
several stores, in 1909 Mr. Glaser took 
charge of the buying and merchandising 
of footwear for the Outlet Co. store in 
Providence, R. I. Four years later, 
Kaufmann’s, the big Pittsburgh depart- 
ment store, turned over to him the job 
of taking a department in which shoes 
of the lower grades had been carried 
for years and transforming it into one 
of the highest grade shoe departments 
in the city. 

He remained with Kaufmann’s for 
six years, then, after a brief period 
during which he conducted his own 
buying service in Boston, he went with 
the Frank & Seder Company, in full 
charge of buying and merchandising all 
shoes sold in all the women’s depart- 
ments of their three stores in Pitts- 
burgh, Philadelphia and Detroit.. In 
1929, having been with this company 
for ten years, he returned to Boston 
and was put in charge of two upstairs 
shoe departments and three bargain 
basement shoe sections of the Jordan 
Marsh Company. 

Even after his retirement in 1933, he 
gave freely of his time in an advisory 
capacity to younger men on their way 
up, and there are many who attribute 
their present success to his helpfulness. 


Mrs. Typical Consumer, 1940 
[CONTINUED FROM PAGE 32] 


people, the variety of tastefully selected 
and seasonable merchandise and the de- 
sire to please. But the qualities which 
are even more important to me as a 
customer and a resident of this com- 
munity are the progressive attitude, the 
fairness and public spirit of our local 
merchants.” 

In the interview between “Mrs. Typi- 
cal Customer—1940” and Mr. David 
Ovens of J. B. Ivey & Company, Char- 
lotte, N. C., at the N. R. D. G. A. ban- 
quet, Mrs. Fleming summarized her 
ideas of the kind of store she likes to 
shop in. “I like a friendly store... 
one whose management I can trust, and 
where I can be sure I am getting a fair 
deal always. . . . I like for my store to 
carry complete stocks. I like to be able 
to find what I want and not a whole lot 
of confusion of the stuff that I do not 
want. ... I like a clerk who can smile 
at me when I go in. I like for her to 
be thoroughly natural. I like her to be 
quick and efficient and to know her mer- 
chandise, and I like for her to know 
my name, if possible, and I would like 
to know her name.” 
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HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


Emil Eitel 
Karl Eitel 
Roy Steffen 


IW 


HOTEL-CHICAG 


a ee) arts e 












Regarding windowshopping and read- 
ing ads, Mrs. Fleming was equally defi- 
nite in her ideas. “I think everyone 
windowshops these days.” “Everyone 
reads the ads nowadays.” Asked about 
price marking window merchandise, she 
answered emphatically in the affirma- 
tive, giving as her reason that she did 
not “want to get too interested in an 
article until I know whether I can 
afford it or not.” 

“Do you believe what you read in 
the ads?” called forth an equally shrewd 
reply. “Sometimes. It depends on who 
writes it and just how much they say.” 

To the last and most vital question 
from Mr. Ovens, “How do you think we 
can improve our stores?” Mrs. Typical 
Customer replied, “Well, perhaps by 
studying your customers more, learn- 
ing how to serve them a little better, 
and by training your salespeople per- 
haps a little better.” 

Mrs. Fleming has been judged the 
“typical customer” for several reasons 
besides the point of view presented in 
her letter. She has a husband and a 
seven-year-old daughter. The Flem- 
ing’s own their own home. The family 
income is slightly under $3,000 a year. 
Mrs. Fleming does most of her own 
housework, attends a church near he! 
home where she teaches a Sunda) 
School, is fond of books and music. 
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THRIFTY 


In his “Poor Richard's Almanac” reputed to 
be the most widely read book in the world 
with the single exception of the Bible, Ben- 
jamin Franklin stressed the virtues of thrift. 


We, too, stress the virtues of thrift at the Ben- 
jamin Franklin Hotel, but not at the expense 
of comfort. Our 1200 large rooms, all with 
bath, are moderately priced. Our food bas won 


new W Weas REPELLENT 


De 


Feature the 


z 
FOR SLIPPERS ' 


_ WHY THIS DYED LAMBSKIN IS FIRST CHOICE 
- FOR MEN’S, WOMEN’S AND CHILDREN'S SLIPPERS! 
1. WATER REPELLENT—a new pro- 
cess which means lasting beauty. 


2. LUSTRE —a new finish 


the praise of visiting gourmets. 


THE 


BENJAMIN FRANKLIN 


PHILADELPHIA'S FOREMOST HOTEL 











Aims to Please 
Child Customers 


[CONTINUED FROM PAGE 28] 


in the above photograph, modestly con- 
tends that there is nothing sensational 
in their record of success. 

He says, “It is true that the bulk of 
our business is done on top grade chil- 
dren’s footwear in spite of the fact that 
our clientele is largely not from the top 
income bracket. 

“It is our theory, however, that these 
people are definitely interested in the 
two things we especially offer: 

“First, they do want value and both 
ourselves and our customers are con- 
vinced that the greatest value lies in 
quality merchandise. 

“Second, most of these mothers per- 
sonally care for their children without 
the aid of maids or governesses so they 
are very close to the requirements of 
the children and foot health protection 
is a subject of major importance. 

“Our children’s shoe business has 
grown consistently over a period of 
years regardless of the ups and downs 
of the general business trend. That is 
true because of the simple fact that we 
do hold our customers and are constant- 
ly adding new ones. 

“Tt has been necessary to pursue an 
unvarying policy from the standpoint 
of merchandise and service in order to 
achieve this result. 


“We first selected a line with a na- 
tional quality reputation of long stand- 
ing backed by a manufacturer in whose 
integrity we had the utmost confidence. 

“Then we decided to carry a complete 
stock of all staples with just enough 
highlights to make the stock interesting 
to both parent and child. But what we 
carry, regardless of style or color, is 
available to our customefs in all sizes 
and widths at all times. 

“Our stock is sized up at least once 
a week regardless of season. Our cus- 
tomers know that their children will be 
fitted correctly and accurately at our 
store. 

“Our policy, our lines, our service 
have never changed and our growth 
has been as constant as our plan of 
operation. 

“No, we experience no particular 
price resistance on our better shoes. We 
picked a line with a lot of sound health 
features and we promote those facts 
in a dominant way in window and store 
displays and in our personal selling. 
Every one who sells in this department 
must be fully informed on all of the 
features and advantages of our better 
shoes and must be able to discuss and 
present these facts intelligently. 

“The fact is that because our better 
shoes carry a name that is known for 
quality, value, and health advantages, 
we find that they are the easiest to sell. 

“We do carry some lower priced 
shoes, although we do not attempt to 


producing a softer furry feel. 


a, NEW COLORS—a greater variety 


of high style shades and staples. 


LASKINLAMB, 2» trade mark that means 


quality to every buyer and consumer. 


ots 


READY FOR IMMEDIATE DELIVERY 


. % ’ 
a . 
J. LASKIN & SONS CORP. 
pms 


7 


* “ 


compete with the cheap merchandise 
offered elsewhere on our street. But 
our lower-priced customers are con- 
stantly being graded up. It is very easy 
to convince them of the wisdom of buy- 
ing the better shoe because we know 
our merchandise and understand our 
customers.” 


Report Largest Shipments 


Since 1930 


St. Louis, Mo.—Johnson-Stephens & 
Shinkle Shoe Co. reported net income, 
after provision for all Federal and 
State income taxes, depreciation and 
all other charges, for the fiscal year 
ended Nov. 30, 1939, of $169,396, equal 
to $1.40 a common share, in the pre- 
ceding fiscal year. 

Net shipments to customers for the 
1939 fiscal period after all returns, al- 
lowances and cash discounts, amounted 
to $3,620,783, compared with $3,404,581 
in the preceding year. 

The company produced more shoes 
and actual net shipments to customers 
were larger in 1939 than in any year 
since 1930, according to an announce- 
ment, which also added that the De- 
cember, 1939, shipments to customers 
were 40 per cent over December, 1938. 

Current assets as of November 30, 
last, were $1,378,689, against current 
liabilities of $373,246. 
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The number of W/E Sole Stitching 


Machines — Model C— outstanding, con- 


tinues to increase and is NOW at a 
NEW ALL-TIME HIGH. Sole attaching 
with this machine is by means of a lock- — 


stitch seam and shoes made by this 


Ge SOLE STITCHING 
MACHINE — MODEL C 


method have a well-earned reputation 
for flexibility and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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aS MOST FAVORED SPOT 


Combines everything that 
Florida can offer—in climate, sports 
and social diversions—golf on its two 
famous 18 hole courses, tennis, trap 
and skeet shooting, saddle horses, 
salt water pool and sea bathing, 
dancing, fishing and boating... 
moving picture theatre and smart 
New York shops . . . excellent cuisine 
and service. 
AMERICAN PLAN... $9.50 a day and up 
EUROPEAN PLAN... $6.00 a day and up 


Belleview Biltmore 


ds advertised 
in Vogue, Hare 
pers Bazaar, 
Photoplay, Be- 
quire, ete 


Information or 
Reservations at- 


The Gotham 


WEW YORK CITY 
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Offer Your Trade The Distinction Of Custom 
Design With Genuine Steerhide Huaraches 


From Mexico 





The Drake 


CHICAGO 


The Blackstone 


CHICAGO 


The Evanshire 


EVANSTON, ILL. 


The Town fiouse 


LOS ANGELES 


A. S. Kirkeby 
Managing Director 


a 
ee 
FLORIDA 


STEERHIDE HUARACHES 
NOW ONLY $18.90 per dozen 


No two pairs of STEERHIDE Huaraches from Mexico are ever 
woven with the same pattern and design. This is one feature 
of the genuine Huarache that domestic production has never 
been able to imitate. 

Handwoven and handtooled of real leather thruout in natural 
light beige color. 

Carried in stock for immediate delivery in all sizes for men and 
women. Shipped in bulk. 


The LD MEXICO SHOP 


SANTA FE-- NEW MEXICO 











Modern Home for Well-Known Shoe Firm 


Exterior of the new Nankin store. 
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The rounded windows provide ample space 


for display of shoes and accessories. Note also how the motif on the ground 
leads into the store. 


Miami, Fia. — The Nankin Shoe 
Store, organized a number of years ago 
by M. M. Nankin, formally opened in 
its new location two doors west of the 
old shop on E. Flagler Street. Numer- 
ous floral offerings were received from 
fellow merchants. 

The store has a dominant color motif 
of yellow—a Florida sun color. Wood- 


work and furnishings are of light un- 
bleached wood, and the walls are lined 
from floor to ceiling with shoe boxes 
carrying the same shade. It is a real 
shoe store, with stock right out in the 
open where it can be reached. In every 
other respect the store is very modern 
from the heavy floor covering of blue 
with yellow and coral pickup to the fine 


lighting fixtures. There are five of 
these —long oblong affairs of fluores- 
cent design. They give full daylight 
to every section of the shop at all times. 
Full length mirrors are set in at regu- 
lar intervals along the wall making it 
possible to see not only the foot but the 
full length figure as a shoe is examined. 
Seats are ranged back to back down the 
center of the room; one side for women 
and the other for men, for this shop 
carries Quality footwear—all nationally 
advertised lines—for both. 

The windows are unusually attrac- 
tive. One side is a straight narrow 
ease reaching from sidewalk to door. 
The other is much wider and alcoved 
so as to increase the glass line. In fact 
the 18-foot front has a 45-foot glass 
line. 

Just inside the door is the service 
desk and hosiery counter. The high 
paneled side bears a large “N” in dark 
wood. A space saving idea was incor- 
porating the wrapping paper in the 
lower part of the counter. Here in a 
narrow niche, standing on end, is the 
paper roll. It reverses the usual order 
of setting it up sideways, and quite 
materially proves to be a space saver. 

Every possible device has been pro- 
vided to save space without interfering 
with efficiency. At the extreme end of 
the room is a stairway leading to the 
second floor offices and stock rooms. 
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SALESMEN WANTED | SALESMEN WANTED 


FOR LEASE 











SALESMAN WANTED 


We have opening in territory comprising Alabama, Florida, 
Georgia. Splendid opportunity for right man to make lucrative 
connection. Nationally known—strong line—established business. 
Man selected should live in territory and preferably be travelling 
it now. Give full information in letter—age—complete sales 
record—lines sold past five years and at least three character 
references. All replies confidential. T. J. CALLAHAN, Sales 
Manager, W. L. Douglas Shoe Co., Brockton, Mass. 

















SALESMEN 


We want three men to join a happy, hust salesforce where changes are rare. MUST HAVE 
AD EXPERIENCE SELLING THE DEALER, know how to fit and talk our products and 







RO. 

live in the tonethory- 

eee, = New York & Pennsylvania . . . Iowa, Illinois, Minnesota & Wisconsin . . . South- 
eastern States. 





Remuneration is strictly commission payable weekly, with excellent ty a A for substantial 
If you are a hard worker, honest, sober and looking for a permanent position where 
you can be happy in your work, write in confidence to Mr. Scott, giving complete information. 













SCOTT FOOT APPLIANCE CO., Omaha, Nebraska 


















SALESMEN WANTED 


Due to our expansion program this company will shortly require 
the services of several additional salesmen in all parts of the 
country. Unusual opportunity—strong line—established business 
—nationally known. Retail prices, men’s, $3.85, $5.00, $6.50. 
Men selected must live in territory. Real opportunity to make a 
life-time connection with splendid income. Write for application 
blank. Applications treated confidentially. T. J. CALLAHAN, 
Sales Manager, W. L. Douglas Shoe Co., Brockton, Mass. 























WANTED: Side line salesmen, straight com- 


mission basis, for Northern, Western, and 
Middle Western St States to carry St. Louis POSITION WANTED 
gro stitch downs size 9; line not over 





15 oom ples, ‘baile for ‘whe trade, $1.00 and 
reta tate territory now covering CTURER: 
and qualifications. Address Box $579, Boot and | ATTENTION. , MR. MANUFACTUR! 

in 
She Recorder, 1627 Locust Street, St. is, the banyan — manufacturing, creat- 








LINE WANTED 


Li Wanted. Women’s novelties $2 and Building, at my own expense. 













ten years. Address $580, care Boot market analysis at Ad- 
Recorder, 239 West 39th Street, New York, Gress $582, care Boot & Shoe Recsien, 239 
N. Y. W. 39th Street, New York, N. Y. 








LIBERAL SPACE for office and show room 

in store of wholesale house on Duane Street, 
100% location; Available March First. For 
particulers apply to Address £578, care Boot 
: a ae , 239 West 39th Street, New 
ork, N. Y. 


H AVE available for immediate occupancy 
store in fast growing business section of 
Brooklyn; Occupied by shoe store for past 











twelve years. For information, please call 
Cecile Realty Corporation, 1134 East 14th 
Street, Brooklyn. avarre 8-8317. 

FOR SALE 





OR SALE: To close an estate, Minnesota's 

oldest Shoe Store, thoroughly established, staple 
business, rent $50.00, beautiful town, 5000, 
safest Footwear investment in Northwest. Ad- 
dress #577, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








OPPORTUNITY WANTED 


PPORTUNITY WANTED: Young man, 

24 years of age, would like to break in as 
salesman. Knows all about shoes and their 
construction but has no selling or traveling ex- 
perience. Has driver’s license. Address $581, 
care Boot & Shoe ay. 239 West 39th 
Street, New York, 








MERCHANTS’ NEEDS 








HEEL REST 



















threat 
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Alter Shoes to Fit 
7" ~=Abnormal Feet 















SHOE RE-SHAPING DEV 


783 trola S$t., Les Angeles, Cal. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
desired twelve words should be added for the address. In all other cases each word of the 


Advertisements for this page must be in our New York office on Friday of the week preceding publication. “8® 
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PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 


fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


412-0 


Curved type iren 
Special combination offer $25.00 (fluids in- 
cluded In above prices) f.o.b. Indianapolis, 
indiana. 

Eastern Representative: Charles Henry Brown 
& Son, Marbridge Bidg., New York City. 
Send your order or write for detail information. 


E. C. SMELTZER CO. 


121 EB. Gist Street, Indianapolis, Ind. 








Shoemaking While You Wait 
[CONTINUED FROM PAGE 34] 


a half, either Guatemalan or U. S. You 
examine the sample pairs lined up on 
the ground, but Quiches, being short 
and lightly built, seem to have smaller 
feet than people from the States. So 
you take off one shoe and let the pro- 
prietor scrutinize it, meanwhile you 
decide on the style of sandal wanted. 
All are light weight; most are tan, 
some dark brown. Some have vivid red, 
blue, or yellow Mayan symbols on the 
toes, and some are ornamented with 
silver nail-heads. 

Ah, Senor desires a combination of 
two styles? Si, si! The shoemaker is 
quick to comprehend, and indicating 
the watch on your wrist, he holds up 
five fingers once, twice, four times. 
That means results in twenty minutes. 
So you don your shoe and browse along 
past the other hundreds of open-air 
shops of the market place. 

While you are gone, the shoemaker 


trims a pair of soles, of which he 
brought stacks in the rough from his 
mountainside home. He hammers and 
stretches and bends, and he wastes 
practically nothing. For a cow is an 
Indian family luxury in the highlands, 
and a rather skimpily hided creature, 
at that. The leather has been cured 
with chemicals from volcanic ash soil 
and with herbs and vegetable dyes. 

When you return in twenty minutes 
the sandals are waiting. The shoe- 
maker appears to have used only his 
eyes and an odd-looking knife in 
imitating your New England last, but 
his product fits very well. The fit is 
always good. He has no forms, no 
dies—just his natural talent and his 
father’s training. But you have a trim 
heel and a good arch in sandals that 
will wear splendidly and will always be 
good to your feet. 

P. S. To obtain a pair of these san- 
dals, take a boat from New York, 
Philadelphia, or New Orleans, to 
Puerto Barrios. There, in steamy 
jungle, entrain for a 200-mile ride to 
Guatemala City. Continue by automo- 
bile into mountains as steep and scenic 
as our Rockies, to the quaint and fasci- 
nating town of Chichicastenango. Here 
you may purchase your Quiche custom- 
made sandals, a Mayan-fancy belt, or a 
whip for your oxen, if you have any. 
But be in Chichi on a Thursday or a 
Sunday. Those are market days. On 
non-market days about all you can buy 
is American gum and film—and you'll 
have to wake up the shopkeepers to do 
that. 


John R. Laycock Resigns 
[CONTINUED FROM PAGE 41] 


several years. He has also been active 
in the New York State Shoe Retailers’ 
Association and is now president of the 
Shoe Merchants’ Council of New York, 
Inc., the organization which represents 
the better grade footwear merchants 
of the metropolis. 

In the field of retail shoe merchandis- 
ing, Mr. Laycock is known as a bold 
originator of new ideas which have, in 
many instances, won the acceptance of 
trade and public alike. He was first to 
promote the antique or custom finish on 
men’s shoes in regular stores outside 
of the custom shops, where it had been 
used for years in the finishing of hand- 
made shoes. He conceived the idea that 
this “custom finish” would give a new 
appeal to high-grade men’s shoes which 
were not strictly hand-made, because 
it carried the subtle suggestion of cus- 
tom work and, therefore, of quality. He 
is said to have written the first win- 
dow card on this innovation, and the 
idea spread throughout the men’s shoe 
industry, where it is eredited with be- 
ing one of the most constructive sales- 
building ideas introduced in recent 
years. 

Mr. Laycock was first to promote 
the single-sole stitchdown shoe in the 
men’s quality field, calling it “the 
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WANTED TO PURCHASE 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE » NEW YORK, WN. Y. 








Telephone WORTH 2-5180-518! 








BUYERS OF 
eee i 
SURPLUS STOCK 
We buy by cash surplus or ao shoe stocks. 
unbranded. Generous prices. 


Write, wire or phone. 


BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








Buyers of Surplus Stocks 
e.k.n 2. Rg 3 he 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 


ity, Arch Prese ty, 
Stetson, Red Cross, Nuna-Bush, Bte. 


IRVIN BUBIN 
“The 


House of J 
88 Reade St., Sor. Church 
Phone Barclay 7-7887. New York City 


tonians, 

















sprint,” and later “the hurdler.” To 
differentiate between Hanan shoes and 
those made for them in women’s foot- 
wear, Mr. Laycock introduced a group 
called “career girl” shoes, which proved 
very successful. 

Before joining Hanan, Mr. Laycock 
was with the old Fifth Avenue retail 
firm of Alfred A. Kohn. He made his 
start in the shoe business as a stock 
boy with Regal Shoe Co. in its Broad- 
way store. 


To Celebrate Anniversary 
Of Factory Founding 


ROCHESTER, N. Y.— Celebration of 
the nineteenth anniversary of the 
founding of the Victory factory of the 
Endicott-Johnson Corporation, at John- 
son City, will take place at the Elks 
Roof Garden, Binghamton, on Saturday 
evening, March 30. 

Those who have been invited to at- 
tend as honored guests are Mr. and 
Mrs. George F. Johnson, Mr. and Mrs. 
C. Fred Johnson, Mr. and Mrs. George 
W. Johnson, Mr. and Mrs. Charles F. 
Johnson and Mr. and Mrs. Harry L. 
Johnson. 

More than 400 persons are expected 
at the turkey dinner, which is to com- 
memorate this event. 





